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H-R KOLA 


You can count on H-R KOLA to win the “‘straw 
vote”’ wherever it’s sold. 


More zip per sip is the answer! 


H-R KOLA has that consistently hearty, good 
kola flavor that brings customers back for 
more. 











Laboratory and consumer testing has 
PROVED the superiority of H-R KOLA. And 
our 35 years experience in manufacturing 
fine syrup products guarantee satisfaction 
to bottler, retailer and consumer alike. 


Increasing numbers of successful bottlers 
are turning to H-R KOLA concentrate for 
increased profits. 


Let H-R KOLA put those nice, big, black 
peaks on YOUR sales chart. Write right now 
for information. 


THE SYRUP PRODUCTS COMPANY 


“Seruing the Cottler since 1915" . Baltimore 2, Maryland 
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Price Relief Near; Special Price Order 
Expected Before June 7 


e 


Before June 7, the soft drink industry will get the 
long-awaited “go” signal to increase the wholesale 
price on smalls to at least 96c per case, N.B.G. was 
reliably informed last month. 

As this is being written, a “tailor-made” price order 
for soft drink bottlers was in the process of comple- 
tion by the Office of Price Stabilization. It is under- 
stood that the order will contain a provision permit- 
ting bottlers to increase their deposit rates to a point 
not exceeding the full replacement cost of shell and 
bottles. 

(Earlier, OPS made it clear that soft drinks are 
specifically exempted from General Manufacturers 
Order CPR 22, and need not file pricing reports re- 
quired by this order.) 

Prior delays in the issuance of a special price order 
for bottlers were attributed in some sources to OPS’ 
desire to first set up an Industry Advisory Commit- 
tee. The formation of this group was announced in 
mid-May, and it has already met with top OPS offi- 
cials. It is further understood that the specific price 
problems of the 12-0z.-and-over bottlers will be tackled 
by the Industry Advisory Committee, working in con- 
junction with OPS officials. 


Proposed Federal Beverage Tax Nixed; 
Pennsylvania's Levy Ends! 


The tax news in the industry last month was good. 

In Washington, the House Ways and Means Com- 
mittee, which was known to be considering a soft 
drink levy, decided to drop soft drinks and soft drink 
syrups from the list of proposed new excise taxes 
(although it approved a hike of $250,500,000 in liquor, 
beer and wine levies). The A.B.C.B. Executive Board, 


June, 1951 


which coincidentally had been in session at the time the 
House committee announced its tax plans, was informed 
that there is little likelihood that the subject of a soft 
drink tax will come up again during this session of 
Congress. 

In Pennsylvania, the 20% levy on carbonated bever- 
ages which had been in effect since 1947, expired at 
midnight, May 31. The Keystone Bottlers’ Association, 
well aware that the fight against discriminatory tax- 
ation must never be halted (witness Canada’s re-enact- 
ment of a soft drink tax), declared that ‘‘the job con- 
fronting us now is to see that the tax stays dead.” 


A.B.C.B. Convention-Exposition Set for 
Washington, D. C., Nov. 12-15 


The 1951 A.B.C.B. Convention-Exposition will defi- 
nitely be held in Washington, D. C., November 12-15. 

This was confirmed at the A.B.C.B. Executive Board 
meeting last month, following a “guarantee” of 4,100 
first class hotel rooms by an official of the Greater 
National Capital Committee. 

Incidentally, trade scuttlebutt has it that the 1952 
Convention-Exposition will be held either in St. Louis 
or Atlantic City. 


1950 Soft Drink Sales Down; 
Bad Weather Blamed 

Bottled soft drink sales for the year 1950 were . 
slightly off from the industry’s all time high set in 
1949, according to preliminary tabulations from an 
A.B.C.B. Survey of 1950 sales of 886 plants. Estimated 
total sales for 1950 averaged 0.1% lower than 1949, 
for a total of 1,001,751,474 cases, and a national per 
capita of 158 bottles. 

Per capita consumption again dropped behind the 
previous year to a level of 158 bottles for 1950 as com- 
pared to 162 bottles for 1949, and 164.4 for 1948. 

Comments made in connection with the survey and 
the monthly sales distribution patterns, gave ample 
evidence of the fact that cool weather experienced 
throughout most of the United States during the sum- 
mer of 1950 was a major contributing factor to the 
sales drop. 

Significantly, the A.B.C.B. estimate of 1.1% drop in 
industry sales is slightly lower than the 2.6% decline 
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in 1950 sales shown by six of the larger franchise 
companies. 

Following is the preliminary summary of 1950 sales 
data, by sizes and geographical areas, as compared 
with 1949: 


24 oz. 
10-l60z. & over 
o, o, 


Regions 6-9 oz. All sizes 
oc, 7, 


« « « « 

North Eastern 08.3 03.3 00.8 05.9 
Southern 01.2 09.5 14.4 O19 
East Central 02.5 01.2 09. 02.9 
West Central 07.9 02.5 00. 06.1 
South Western 00.1 18.1 06.: 01.6 
Western 01.2 12.1 17. 03.2 
Total— 

United States 01.7 03.9 01.7 O1.1 


Sugar Price, Supply Difficulties 
Loom Ahead 


A tightening or disruption in the sugar supply, 
coupled with possible increases in price, loomed ahead 
last month because of (a) stepped-up international 
demands which have already boosted the world price, 
(b) an expected sharp upswing in the summer demand 
nationally, (c) continued pressure from domestic 
sugar producers for a downward adjustment in the 
1951 quota, now set at 8,000,000 tons, and (d) a pos- 
sible shortage of ocean-going freighters necessary to 
transport sugar from off-shore producing areas, and 
of railroad cars used to move the product from refiners 
to ultimate users 

The A.B.C.B. Special Sugar Committee was ‘“keep- 
ing closely in touch with developments”, it was re- 
ported, “and will take such steps as may be necessary 


to protect the best interests of the indystry.” 


Controlled Materials Plan To Channel 
Steel, Copper, Aluminum 


The National Production Authority has announced 
that a new Controlled Materials Plan patterned after 
the World War II model, will begin on July 1 to channel 
steel, copper and aluminum into “essential uses.” 

Broadly speaking the new CMP will regulate the 
flow of the three key metals into three big economic 
fields: direct defense, defense-supporting activities, 
and the expansion of industrial capacity. It will not 
directly regulate the supply of metals*for the durable 
consumer goods industries, at least not at the start. 

The allocated amounts of materials will be assigned 
to an “A” list (usable only for military purposes, such 
as tank parts), and a “B” list of essential items needed 
in both civilian and defense programs. 

Some items on the tentative “B” list and of interest 
to the bottled soft drink industry are: conveyors and 
conveying equipment, industrial trucks and tractors, 
industrial fans and blowers, valves and fittings, food 
production machinery, glass machinery, office ma- 
chines, mechanical stokers, refrigeration and air condi- 
tioning, electrical wiring devices, and measuring equip- 
ment; wooden boxes, motor vehicles, commercial; tires 
and tubes, and internal combustion engines among 


others 


Walter Mack, Former Pepsi-Cola Head, 
Acquires Nedick’s 
Walter S. Mack, Jr., 


president of the Pepsi-Cola Co., disclosed plans on May 


former board chairman and 


31 for the purchase by Phoenix Industries Corp. 
(which he now heads) of Nedick’s, Inc., N. Y. C. 

Mr. Mack, testifying at a Securities and Exchange 
said that 
Nedick’s has good opportunities for growth and ex- 


Commission hearing in Washington, D. C., 


pansion. 


National Slogan Contest Under Way 
Originating with the Bottlers’ Service Club of New 
York and New Jersey, which appropriated $100 for a 
prize, a national slogan contest is now under way. The 
contest is being conducted by a committee of bottlers, 
supplymen and trade press representatives, in behalf 
of the several Service Clubs and bottlers’ associations, 
mainly in the East, who are sponsors of the contest. 
The sponsors feel that such a slogan, to be used 
generally by bottlers, franchise companies and asso- 
ciated industries in any suitable way, would be effective 
in increasing goodwill and sales. 
Rules of the contest are simple: 
Slogan must be six (6) words or less; 
Members of the committee and their families are 
ineligible ; 
Slogans acceptable from any member of the industry 
or allied trades; 
No limit to number of entries; 
Slogans must be post-marked not later than Oct. 
15, 1951; 
Soft Drink Slogan Committee retains all rights to 
winning slogan; 
Decisions of the Committee are final. 
Address entries to—Soft Drink Slogan Committee, 
Post Office Box 124, Midwood Station, Brooklyn, N. Y. 


W. G. Grant, of National NuGrape, Elected 
President of Flavor Group 

W. G. Grant, National NuGrape Company, Atlanta, 
Ga., was elected president of the Flavoring Extract 
Manufacturers’ Association, at the 42nd annual con- 
vention of the organization in New York City, May 
20-23 

Other new officers are: First Vice President, Wm. H. 
Hottinger, Jr., Bowey’s Inc., Chicago, Ill.; Second Vice 
President, Don C. Jenks, Foote & Jenks, Jackson, 
Mich.; Third Vice President, Myron Hess, S. Twitchell 
& Co., Camden, N. J.; 
Baker Extract Co., Springfield, Mass.; and Treasurer, 


Secretary, Leland P. Symmes, 


Lloyd E. Smith, Virginia Dare Extract Co., Brooklyn, 
N. Y. 

Named to the Executive Committee were: E. N. 
Heinz, Food Materials Corp., Chicage, Ill.; S. N. Klein- 
schmidt, Liquid Carbonic Corp., Chicago, Ill.; Herbert 
L. Trimby, Vanilla Laboratories, Rochester, N. Y.; 
and H. J. Rhinehardt, American Home Products, Mor- 
ris Plains, N. J. 
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Soft Drink Industry Advisory Committee Formed 





Selecting what it feels is a representative cross- 
section of the varied interests in the soft drink indus- 
try, the Office of Price Stabilization, on May 18, ap- 
pointed the following bottlers and franchise company 
officials to serve on the Industry Advisory Committee: 


Willis Battle, Vice-Presi- 
dent, 

Nehi Corporation, 

Columbus, Georgia; 


E. J. Forio, Vice-Presi- 
dent, 

The Coca-Cola Company, 

Atlanta, Georgia; 

Herbert L. Barnett, Vice- 
President, 

Pepsi-Cola Company, 

New York, New York; 

John T. Tabor, Asst. to 
President, 

The Seven-Up Company, 

St. Louis, Missouri; 

W. D. Aitken, President, 

Mission Dry Corporation, 

Los Angeles, California; 

L. M. Green, President, 

Dr. Pepper Company, 

Dallas, Texas; 


R. W. Freeman, President, 


Louisiana Coca-Cola Bot- 
tling Co., Ltd., 

New Orleans, Louisiana; 

John F. Leary, President, 

C. Leary & Company, 

Newburyport, Massachu- 


setts; 


Joseph LaPides, President, 


Pepsi-Cola Bottling Co. 
of Baltimore, 
Baltimore, Maryland; 
L. O. Graf, Manager, 
John Graf Company, 
Milwaukee, Wisconsin; 


Edward J. Wagner, 
President, 


BARNETT 





W. T. Wagner’s Sons 
Company, 
Cincinnati, Ohio; 


Emanuel D. Lowenstein, 
Manager, 

Booth Bottling Company, 
Philadelphia, Pa.; 


R. A. Jolley, President, WILLIAMS 
Royal Crown Bottling Co., 


VERNOR 





Greenville, South Carolina; 


W. F. McNamara, Presi- 
dent, 

Dr. Pepper Bottling Co., 

Austin, Texas; 


J. H. Smith, Exec. V. P. 
& General Manager, 


Seven-Up Bottling Co. of FREEMAN 





Los Angeles, Inc., 
Los Angeles, Calif. ; 


William J. Williams, 
Vice President, 
Canada Dry Ginger Ale, 
Inc. 
New York, New York; 


John Gorski, Jr., 





Vice President, 

The Charles E. Hires 
Company, 

Philadelphia, Pennsylvania ; 


James Vernor, Sr., Presi- 
dent, 
James Vernor Company, 
Detroit, Michigan. LaPIDES 


The Soft Drink IAC immediately went into action, 
meeting in Washington on Friday, May 18, with OPS 
officials, to recommend early approval of a tailored price 
control regulation for bottlers. This is being written 
in response to an appeal for relief filed by A.B.C.B. 
within two days after price control was announced at 
the end of January. 

Industry spokesmen said the bottlers are being 
squeezed in operating under the General Ceiling Price 
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Regulation and proposed that the new regulation apply 
to bottlers of 6 to 12 ounce soft drinks at the wholesale 
and retail level. Soft drinks mixed at seda fountains 
or sold in bottles of more than 12 ounces would not be 
affected. They would continue under GCPR. 

Suggestions for relief included a regulation which 
would permit a slight increase in bottled soft drink 
prices on bottles ranging in size from 6 to 12 ounces 
for those bottlers who were frozen at very low prices. 

The industry also proposed that the deposit on 
bottles be increased from the present rate of about 50 
cents for a case of 24 bottles to an amount equal to 
replacement cost. 

The bottlers were told by OPS their appeal would be 
given full consideration, and that any regulation that 
would be adopted would take the bottlers out from 
under GCPR and place them under one tailored for the 
industry. Representing OPS at the conference were 
John B. Hutson, director of the Food and Restaurant 
Division; O. W. Woods, Chief of the Grocery Branch, 
who presided; H. C. Holland, Section Head; Israel L. 
Sonenshein, attorney, and C. G. Benedict. 


Texas Dealers Cut Coke Price Regularly, 
Says Safeway Stores 


Safeway Stores, Inc., one of the largest supermarket 
chains in the country, told N.B.G. last month that many 
retailers in Ft. Worth, Abilene, Longview and other 
Texas areas have continually been cutting the retail 
price on Coca-Cola since “back as far as 1948”. 

Safeway’s remarks were prompted by an item in 
the April issue of N.B.G., reporting the sale of a 12- 
bottle carton of Coca-Cola by a Safeway store in Texas 
for 39c—below wholesale. 

In its rejoinder, Safeway asserted that it had sold 
and advertised Coca-Cola at this price, but only to pro- 
tect its competitive position. It explained that since 
1948 many of its competitors had been offering Coca- 
Cola at cut price, forcing it to do likewise from time 
to time. It further declared that “this price-cutting 
has not been confined to one or two of Safeway’s com- 
petitors. During 1950 as many as eight or nine mer- 
chants cut prices on Coca-Cola (even to as low as 12 
for 35c) as a weekend special”. 

Its published pricing policy, Safeway maintained, 
is to price “at the lowest point that will yield a reason- 
able profit”. But, it said, conditions arise which make 


modifications necessary. 


Around The Trade 

“Lic-Rich”, a beverage derived from licorice, will be 
introduced this summer with a $100,000 promotion by 
the Lic-Rich Company, Cleveland. Vaughn E. Bowers 
heads the firm. 
Squirt quarts and Canada Dry’s 28-ounce flavor bever- 


You’ll shortly see new labels on 


ages—to increase the “shelf velocity” of these pack- 
ages.... The soft drink industry continues to be good 


subject material for business papers. “Saturday Eve- 
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ning Post”, in its May 5 issue, featured an “intimate 
portrait” of Robert W. Woodruff, Chairman of the 
Executive Committee of the Coca-Cola Company. 
“Advertising Age’, in its May 21 edition, carried a big 
write-up on the Pepsi-Cola Metropolitan Bottling Com- 
pany of New York, Inc.—the largest Pepsi bottler in 
the country. And “‘Tide’”’ Magazine, May 18 issue, gave 
3 pages to “Pepsi-Cola’s New Approach” under Presi- 
dent A. N. Steele. . 
deposit by the Chicago Seven-Up Bottling Company 


. . Recent adoption of a 3c carton 


may spur similar moves in the Mid-West. . . . Question 
to dental groups: Do you know that the percentage of 
sugar in soft drinks (10.5%) is far less than in ice 
cream (17.59%) chocolate cake (29.8%) dried raisins 
(64.4%) and apple pie (17.3%)? You'll find complete 
data in “The Chemical Composition of Foods”, just 
published by the Chemical Publishing Company of New 
York. 

Pittsburgh’s longest strike on record was ended May 
16 after 203 days with a settlement reached between 
the Coca-Cola Bottling Co. of Pennsylvania and AFL 
General Teamsters, Local 249. 

The settlement included the signing of a new con- 
tract that provided for a $48.50 weekly base pay with 
a $1.50 increase; one cent per case commission boost 
to pay six cents for first 200 cases, seven cents for next 
300 and eight cents for over 500. A raise of $4 estab- 
lished an $80 guaranteed weekly pay. The one year 


contract will be in effect until June, 1952. 


Coke’s Gallon Sales “Largest 
In History”; Canada Dry Net Up 

The largest first-quarter gallon sales in its 65-year 
history were reported by the Coca-Cola Company at 
its annual meeting of stockholders last month. How- 
ever, net first quarter profit was $4,618,637 compared 
to $5,358,369 in the comparable 1950 quarter. W. J. 
Hobbs, Coca-Cola Co. president, attributed the lower 
net to higher taxes. 

Also last month, Canada Dry Ginger Ale, Inc., and its 
subsidiaries, reported earnings for the first six months 
of its fiscal year, ended Mar. 31, of $1,012,602, com- 
pared with $912,663 in the corresponding period of 
the previous year. Net sales were $28,995,319, com- 


pared with $25,176,728 a year ago. 


Advertising Briefs 


Nehi Corporation has begun sponsorship of a thirty- 
minute radio show in behalf of Royal Crown Cola. 
Program, the “RC Jamboree”, is heard over the 
Mutual network. ... Nesbitt’s national magazine adver- 
tising program now includes schedules in “Life”, 
“Look”, “Saturday Evening Post’, and “Capper’s 
Farmer”. J. T. Hunsaker, Nesbitt’s vice-president, 
estimates the campaign this year will reach over half 
the American population. .. . TV Glamour Gal, Faye 
Emerson, will be the star of a new television show for 
Pepsi-Cola, beginning this month. 
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LIQUID LOW PRESSURE ruens Réain 


1 aéiion 


CARBONATION 


LOW 


COUNTER 
PRESSURE : 
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3100 South Kedzie Avenue 


Air pick-up at the filler may be 
diluting your carbonation and 
fooling you with false volume- 
tester readings. 
The*exclusive Liquid Low 
Pressure filling system eliminates 
air pick-up—the full carbonation 
put into the beverage by the 
carbonator is retained for the 


consumer to enjoy. 


Chicago 23, Illinois 








There is no better way to protect distinctive beverage 
flavor and quality than to seal with Mundet Crowns. Tops 
in service ... tops in value. Mundet Cork Corporation, 
Crown Division, 7101 Tonnelle Ave., North Bergen, N. J. 


UNDET CROWNS 











COMPLETE CROWN SERVICE 


MUNDET DISTRICT OFFICES 


*ATLANTA DALLAS 1 KANSAS CITY 7, MO. ST. LOUIS 9 


339-41 Elizabeth Street, N.E 601 Second Avenue 1428 St. Lovis Avenue 3176 Brannon Avenue 


*BOSTON DETROIT 21 *LOS ANGELES (Maywood) *SAN FRANCISCO 7 
57 Regent St. (No. Cambridge 40) 1440! Prairie Street 6116 Walker Avenue 440 Brannan Street 
*CHICAGO 16 *HOUSTON 1 *NEW ORLEANS 16 : 


260! Cottage Grove Avenue Commerce and Palmer Streets 315-325 N. Front Street *in Canada: 


CINCINNATI 2 JACKSONVILLE 6, FLA. PHILADELPHIA 39 Mundet Cork & Insulation Ltd. 
427 West 4th Street 800 E. Bay St 856 N. 48th Street 


*CROWNS CARRIED IN STOCK 


35 Booth Avenue, Toronto 
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me Cxctling 
~ Saste of the 


Srofe Cd 


Distinctive, delicious 
and different — full of 
refreshing, tangy goodness 
—to make each tingling, 
bubbly sip a completely 


satisfying taste thrill. Try it! 


TWO STRENGTHS EVERY ORDER IS RUSH! 


1 to 10 Juice Type Compound fost orders received before 


i noon are shipped the same day. 
2 Ounce Compound PI é 


Either flavor available in light 


orange or light yellow color 


Crowns furnished on order 


WARNER-JENKINSON MANUFACTURING CO. 


Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas 
ESTABLISHED 1905 2526 BALDWIN ST. @ ST. LOUIS 6, MO. 
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Meyer Dumore Bottle Cleaners are designed 

for the most effective use of water-flooded brush 

scrubbing each bottle, inside and outside, plus 

. . . efficient double inside rinsing, plus . . . 

long dormant soaking. 

The wide range of sizes of the Meyer Dumore <a en eee eee 
12 bottle wide Quart Meyer Dumore 


Bottle Cleaners are closely suited for every Bartle Cleaner installed in January, 1949 


clean bottle production requirement. 


GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN, U.S.A. 
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MORE THAN 300 MILLION 


fottle Masters’ 


CAN'T BE WRONG! 


sters’’ are now used in 

most every village and 
city of this country .. : _ « ... the favorite 
brands of leading beve 


“Bottle Master’ cella ‘5 
automatic loading and unc ? 
together with over-all steadi 


offers the strongest resistance to moisture 
moisture be direct rain, humidity, or other cause® 
wetness. ‘‘Bottle Masters” satisfy the consumer, the 
dealer, the bottler ... in fact, all who buy, sell 
and handle beverages sold in 6-pack cartons. 
There is no finer advertisement than a satis- 

fied customer . . . and more than 300 mil- 

lion ‘‘Bottle Masters’ can’t be wrong! 


ESTABLISHED 
1868 


ATLAN TA PAPER COMPAN » 4 


ATLANTA, GEORGIA 
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$ OPPORTUNITY $ 


. .. NOW GREATER THAN EVER WITH THE 
52 YEAR OLD NEW YORKER LINE 


Esta blished Now more than ever 
before New Yorker and Cascade beverages are the quality 
leaders among bottled drinks. Quality control on these 
beverages has been tightened; uniformity of product is 
guaranteed. 



































Esta blished Popular 


favorites throughout the nation for more than half a cen- 

tury, New Yorker and Cascade beverages have a ready 

market in virtually every territory. Nationally advertised 
. attractively packaged. 
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CASCADE | 
BEVERAGES 


NEW YORKER and CASCADE BEVERAGES can be a highly E DRY py 
profitable addition to your present line or a perfect foundation SINGER alg A 

for a new operation. All popular flavors. Begin now to reap % 

the profits of the high quality NEW YORKER and CASCADE 

line. 
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Prompt Shipment — Write for Information v | ma VE : 


MONARCH MFG. CO. egg 


P. O. Box 68, Station A Atlanta, Ga. nad 
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Has No Equal Anywhere 


No matter where you look ... no matter how much you pay... you 


will not find a better bottle washer than Miller Hydro. The famous 
Miller Hydro Bottle Washer is designed and produced by experts who 
have been serving bottlers for 37 years. Fine materials .. . outstand- 
ing design .. . and skilled workmanship combine in Miller Hydro 


equipment to give you superior performance. 


Write for Information and Prices! 


MILLER HYDRO ¢ ae 


Mlanupacturers of WILLER HYDRO BOTTLE WASHERS © MILLER CASE PACKERS fee 
Ge Satahrttige 
X J 





MILLER BOTTLE CONVEYORS @ MILLER KENDALL MIXERS © MILLER INSPECTION (° 


BOXES © MILLER FLUORESCENT INSPECTORS © MILLER ACCUMULATOR TABLES \ = 
Serving Bottlers 
Since 1913 
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time- 
tested 


Time-Testep pure, highly concentrated 


essences of the natural fruit. 


TrmeE-TEsTeED flavoring materials with 
a major base in true fruit fortified 


with expertly blended synthetics. 





A test of our flavoring materials 
will convince you of 
their superiority and economy 
in use. Write our 


nearest branch for samples. 


FIRST PRODUCERS OF CERTIFIED COLORS 


 KOnnsTa M4 &£& COMPANY Enc. 
ESTABLISHED 1851 

89 PARK PLACE, NEW YORK 7 1-13 E. ILLINOIS ST, CHICAGO I! 4735 DISTRICT BLVD., LOS ANGELES 1) 

ATLANTA + BALTIMORE - BOSTON + CINCINNATI = CLEVELAND + DALLAS « DETROIT - HOUSTON + INDIANAPOLIS +» KANSAS 

city, mo MINNEAPOLIS » NEW ORLEANS +» OMAHA + PHILADELPHIA = PITTSBURGH ~ ST LOUIS « SAN PRANCISCO 
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Pat yourself in line to dominate the Root 
Beer market in your area. It’s as easy as 
bottling Twitchell’s famous 4-0z. Root Beer. 
Here’s a flavor that’s well-balanced. It’s a 
perfect blend of extracts from nature’s own 
roots and herbs to give you rich, rooty, full- 
flavored, natural-foaming Root Beer. 
You'll find this flavor complete and easy 


to process. It contains caramel color and 


s. 


ROOT BEER 
MARKET! 





comes in Old-Fashioned, Creamy, Winter- 
green, or Sassafras type. There’s nothing to 
add, less chance for error, less bother and 
expense. And, we can modify any of these 
bases to give you the particular Root Beer 
you want. 

“Tm interested,” you say? Then send for 
a generous free sample, or order a gallon or 


two on our standard, money-back guarantee. 


COMPANY 


82 years of service to bottlers 


CRESTMONT AND HADDON AVES. ¢e CAMDEN 4, N. J. 





segqstesssresesy, | 
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@ HOW TO BE OPTIMISTIC 


y really simpler than you think. 
\n optimist weighs and evaluates 
facts, makes plans and takes action 
where necessary and thereby helps 


to make the kind of 


which he wants to live and work. The 


“climate” in 


pessimist allows himself to be buf- 
feted about by rumors and impres- 
sions and does nothing except worry. 

While we are not trying to imply 
that our business is a peaches-and- 
cream affair under present-day con- 
ditions, an evaluation of the factors 
affecting the soft drink 


should allay the widespread impres- 


industry 
sion that this business has, or is 
going to the bow-wows. 

With all its troubles, the soft drink 
industry is actually in a far better 
position than numerous other indus- 
tries in the American economy. Doz- 
ens of key trades are seriously ham- 
pered by defense-program _ restric- 
tions and controls. In our field, these 
are at a seemingly irreducible mini- 
consist 


mum at the present, and 
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chiefly of a “freezing” of bottle de- 
signs, a regulation governing crown 
inventory, and fixed prices. Actually, 
there is no shortage of any of the 
prime ingredients going into the man- 
ufacture of soft drinks, and our pro- 
ductive capacity is unrestricted. Price 
control, which caught too many of 
the bottlers short (although they had 
had ample warning) is to be relaxed 
with a “tailor-made” price regula- 
tion which may be released even 
before you read this. It is expected, 
furthermore, that this price order also 
will allow bottlers to increase bottle 
deposits up to the full replacement 
cost. 
Despite bad weather, total con- 
sumption of soft drinks during 1950 
was almost equal to the peak year 
of 1949. Already, 1951 


shows definite evidence of substan- 


however, 


tial gains—not a little of this due 
to the franchise companies, who are 
engaged in aggressive advertising and 
merchandising promotions. In one 
recent issue of “Life” Magazine, for 
instance, four soft drink brands were 
appealingly advertised to millions of 
readers. 

New products and new flavors, de- 
signed to capture bigger markets— 
like coffee and chocolate drinks, black 
raspberry and other flavors—are 
coming into vogue. Isn’t that another 
favorable sign? 


Also on the asset side of the ledger 
are:——The substantial increases in 
population, which because of the uni- 
versal appeal of soft drinks, repre- 
sents new customers for us; the 
steady climb of the national income 
to the $300 billion mark; the widen- 
ing use of new techniques which in. 
crease and improve production; the 
large productive capacity of the in- 
dustry and the ease with which it 
can be enlarged to meet demands 
upon it. 

There is, of course, a debit side 
of the ledger . . . but many of the 
difficulties are of our own making. 
Price-cutting, in either direct or cam- 
ouflaged form, is making some areas 
the scene of bitter trade wars; the 
hesitancy of many bottlers in adopt- 
ing sensible deposit schedules for 
both cases and cartons is another 
profit-retarding factor; the back-bit- 
ing tactics of some bottlers and 
groups of bottlers in seeking special 
taxes to “break the nickel” can only 
result in harm; and we still face seri- 
ous attacks upon our products from 
certain professional groups, princi- 
pally the dentists. 

With it all, taking the national 
business picture as a whole, we are 
singularly free of pressures and re- 
strictions on our business and can 
chart our course freely, and with con- 


fidence in our industry’s future. 
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In Juice-Type Beverages 


W does more spoilage occur 


when weather changes from hot to 
cool? The answer appears to be that 
the primary offender yeast 

thrives on heat. During the hot 
weather there is generally more 
yeast floating around in the air. It 
develops to a greater extent in the 
beverage residue left in the empty 
bottles after consumption in hot 
weather. When these empties are 
returned to the plant, the air can 
pick up the yeast and carry it to 
the syrup and the cleaned bottles 
Freshly bottled beverages are more 


At the end of the day, after p 


—— 
mn in 
AWAY 


Risse with Use 4 cleaning 
clean com bound solution 
hot water Sorud tank 


likely to contain some yeast during 
hot weather. If weather stays hot, 
consumption is high. Turnover is 
rapid. Beverages do not have time 
to spoil. But if a cool spell sets in, 
turnover slows down, the yeast has 
more time to develop and more cases 
of spoilage are reported. 


What Should Be Done About It? 


First, if a cold spell hits, don’t 
bottle more orange, or other juice 
type beverages. Have your drivers 


pick up excessive stocks from their 


In the morning 


duction 


STEP 2 
Flash 
solution thor yughly uth 


Scrmb tank clean water 


dealers and redistribute it. If you 
do not, the stock will be on the 
dealer's floor too long, and possibly 
result in spoilage trouble. 

Second, watch the turnover of 
beverages in your dealers’ stocks. 
Do not overload them. Be sure their 
stocks are rotated, using the oldest 
stock first so that sales will always 
be from fresh merchandise. 

One, make sure that the sanita- 
tion schedule for your plant is main- 
tained rigidly even in rush 
periods. Careful attention to the 
details in the following schedule for 
cleaning and sterilizing syrup tanks 
and lines, and the syruper is recom- 
mended : 

1. Clean the syrup tanks and lines 
and the syruper at the end of each 
day’s production. Wait until the fol- 
lowing morning to sterilize them. 

A. At the end of the day’s pro- 
duction, rinse out the syrup tanks 
and lines and the syruper with 
plenty of clean, hot water. (Hot 
water does a more thorough job in 
a shorter time than cold water). 

B. Put enough water in the syrup 
tank to run through the syrup lines 
and the syruper. Then add several 
handfuls of a cleaning compound, 
such as Tri Sodium Phosphate. A 
cleaning compound removes any 
flavoring oils which would not be 
washed away with plain water. 
Brush the syrup tank thoroughly 
with this solution. The equipment 
must be free of all sugar and oils 
in order for a sterilizing agent to 
do an adequate job later on. Then 
run the solution through the syrup 
lines and the syruper. 

C. Follow this with a rinse using 
plenty of hot water to flush the 
equipment well. 

Il. Sterilize the syrup tanks, sy- 
rup lines and the syruper in the 
morning—just before starting pro- 
duction. Experience has shown that 
sterilization is more effective at the 
beginning of the day, than when 
it is done the previous evening be- 





by N. McCLELLAND, 
Technical Director, 
Hurty-Peck & Co. 
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cause air can deposit yeast and dirt 
in the equipment overnight. 

A. In the morning, put enough 
water in the sirup tank to run 
through the sirup lines and the 
Then add a 
agent, such as chlorine, and brush 


siruper. sterilizing 
the tank thoroughly with the solu- 
tion. Then run this solution through 
the sirup lines and the siruper, al- 
lowing it to stand in the equipment 
for several minutes before it is 
drained. 

B. After the .sterilizing solution 
is drained, flush the tanks and lines 
and the siruper thoroughly with 
plenty of clean water so that all of 
the sterilizer is completely removed. 

Two, do not speed up your soaker 
during hot weather. Bottles will not 
stay in the caustic solution long 
enough to assure a sterile bottle; 
nor will they be properly rinsed. 
Inadequate rinsing can cause color 
fading and an off-taste in the bever- 
age. Be sure that the concentration 
of caustic in your washer is up to 
standard, that the temperature is 
high enough, and that the time of 
exposure is sufficient to do a thor- 
ough bottle washing job. During the 
hot weather, it is very important 
that all three of these factors are 
strictly up to standard. Check the 
concentration of caustic and tem- 
perature at least three times each 
day. 

Three, all compartments of the 
soaker should be thoroughly steril- 
ized with chlorine at least once a 
week. This cleaning should include 
soaker pipes and pumps, as well as 
the various compartments. This can 
be done most easily when the caus- 
tic solution is changed. The caustic 
solution should be changed more 
often in the summer than in the 
winter. It has been proved that the 
soaker is a likely place for yeast, 
mold and bacteria to breed—yet, 
generally speaking, the soaker sani- 
tation is ignored probably more 
than the sanitation of any other 
piece of equipment in the plant. 
Many bottlers apparently assume 
that because the soaker is designed 
to clean and sterilize their bottles, 
that the caustic in it automatically 
keeps the soaker itself clean and 
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sterile. This is not the case. There 
are sections in all types of soakers 
that can and do become contami- 
nated—and they 
cleaning and 


regular 
sterilizing to keep 
them from causing trouble. There 
are two important things to remem- 


require 


ber. First, in the summertime bot- 
tles coming into the plant contain 
more contamination than in the 
winter. Second, bottles coming out 
of the soaker are not necessarily 
sterile unless the soaker itself is 
clean and sterile and free of micro- 
organisms. 

Fow bottles contain 
much more contamination in the 
summer than in the winter—par- 
ticularly those that have been in 
taverns or dairy stores. When re- 
turned to the plant they should be 
kept outside of the bottling room, 


Empty 


if possible, until they are ready to 
be washed. 

Five—When used bottles are pur- 
chased, or when stored bottles are 
brought into use, it is necessary 
to inspect them exceedingly well 
before they are filled. It is advis- 
able to wash them twice—to be sure 
they are clean. Some might even re- 
quire hand washing first. Remem- 
ber that dirty bottles do cause seri- 
ous spoilage trouble. 

Six—Dust that settles on sugar 
bags in storage is a good carrier 
for yeast. Before using it is a good 
idea to dust off the bags or remove 
the outer paper layer. The bags 
should not be shaken out directly 
over the sirup tank. 

Seven Keep your sirup tanks 
covered—so that the sirup will be 
exposed to the least possible 
amount of air. The air is full of 
wild yeast in the summertime. 

Fight—It is a good precaution to 
use a preservative, where permit- 
ted, in juice type beverages in order 
to help protect them. In general, 
from 1/20th to 1/15th of 1%, Ben- 
zoate of Soda in the finished drink 
is sufficient. 

Nine—If spoilage does occur it 
is a good idea to send samples im- 
mediately to a laboratory for anal- 
ysis. They will determine the type 
of spoilage and make recommenda- 
tions for stopping it. 


13 of 20 On A.B.C.B. Board 
Have Increased Prices 


An interesting question, “Will 
the industry generally increase its 
prices when OPS issues the new 
price order?” brought out an equal- 
ly interesting answer at the spring 
meeting of the A.B.C.B. Executive 
Board. 

A poll of the Board revealed that 
13 of the 20 bottlers who chart the 
course of A.B.C.B. had increased 
their prices prior to the freeze of 
January 26, with others indicating 
similar action to be taken as soon 
as the price ceiling is modified. 


Machinery Repair Parts Supply 
Eased By New Amendment 

With machinery manufacturers 
indicating their inability to deliver 
machinery repair parts unless 
orders bear a DO-97 priorities rat- 
ing, soft drink bottlers will welcome 
two changes made on May 22 by 
the amendment of NPA Regulation 
4, the maintenance, repair and oper- 
ating supplies order. 


The first change permits firms to 


issue defense ratings in any quar- 
ter for up to 120° of the firm’s 
average quarterly expenditure for 
maintenance, repair and operating 


supplies in 1950. Prior to the 
amendment, firms were prohibited 
from ordering in any quarter more 
than the dollar volume of MRO pur- 
chases in the corresponding quarter 
of 1950. The change makes allow- 
ance for increases in both prices 
and business activity. 

The second change—to encourage 
placing of ratings on fewer orders 

provides that if a company rates 
20°, or less of its quarterly quota, 
it can buy all the additional sup- 
plies it can get its hands on with- 
out a rating. The only limitations 
would be NPA rules pertaining to 
scarce materials, and NPA inven- 
tory restrictions. 

Formerly, the order provided 
that a company which used the 
priority rating to get any ‘“main- 
tenance, repair and operating” sup- 
plies could in no case buy more 
than its quota with or without 
ratings. 





“Impulse Buying” 
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by C. M. LAMASON, 
Franchise Division Manager, 
Charles E. Hires Co. 


4 RECENT survey, conducted by 
DuPont, pins down the percentage 
of soft drink sales made purely on 
impulse to 44°, of total purchases. 
Conducted on the basis of asking 
people just as they entered the 
store, what they intended to buy; 
then catching the same people after 
they left the store, to check what 
they actually bought; this survey 
thoroughly substantiates what we've 
always felt about this industry. 

For the purposes of this discus- 
sion, let’s assume that their figures 
are correct, or near enough to war- 
rant very serious consideration. 

If you are doing business at the 
rate of 200,000 cases per year 
through retail stores, then nearly 
90,000 cases are sold almost by 
chance! That’s a pretty large slice 
of your volume to hang by so slen- 
der a thread. 

It seems almost incredible that 
so many cases are sold to people 
who had not planned on buying any 
beverages at all when they set out 
to market! Remember, they were 
not reporting on brands, but on 
soft drinks 
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Trade experience shows that nearly half of all sales 
depends on impulse, which is chiefly stimulated by 
point-of-purchase advertising 





What does all of this really mean 
to bottlers ? 

Simply that the old axioms in this 
business are still true. 

Point-of-purchase advertising is 
still the essential key to more sales. 
The stimulation of that buying im- 
pulse is more important today than 
ever before. Remember, as the na- 
tional consumption of beverages 
increases, so will that 44° and so 
will your share of it if you go after 
it aggressively. 

To be even more specific, if a 
large market is going to sell 200 
cases next week-end, 90 cases will 
be bought on pure impulse. 

How many of those 90 cases will 
you get? 

Since certain stores won't permit 
inside point-of-purchase material 
as such, then you’ve got to get car- 
ton displays. Where you can use a 
point-of-purchase piece that ties in 
your product with its national ad- 
vertising, so much the better. 

Picture it as a sort of chain re- 
action, if you will. 

A woman enters the store, not in- 
tending to buy any soft drinks at 
all. When she passes your point of 
purchase, it rings a subconscious 
bell in her mind. Sure, she’s seen 
that name in Life, Look or Satur- 


day Evening Post or heard it on 
the radio. She’s bought it before, 
too. Right there is where the 44% 
business starts to work. She may 
pass it up altogether, but did you 
do all you could to stop her? 

Now, take away the advertising 
piece, the carton display and just 
leave your merchandise on the shelf. 
There’s nothing to start that chain 
reaction we saw a moment ago. 
This time, you'll just get the ones 
that come looking for your product. 
And that’s only 560 
tial! 


The most successful bottlers we 


of the poten- 


know are never without some point- 
of- purchase piece in their car. 
There’s no end to the opportunities 
available as you go around town. 
And no effort is too small. Remem- 
ber, that even one piece is better 
than none. 

National advertising has a “deep 
seated” effect as it builds a back- 
ground of product preference of in- 
estimable, long range value. Often 
the mere sight of your ACL bottle 
will stimulate preference into buy- 
ing action. 

On the other hand, when a shop- 
per is pre-occupied with her shop- 
ping list and personal problems, you 
need some extra stimulus at the 
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very point where your product is 
available, to jog that subconscious 
memory of the national ad influence 
into action. 

Jerry Blossom, one of the best 


beverage men in the business, once 


said that the only thing wrong with 
a 24 sheet poster ad was that you 
couldn’t reach right through it and 
get a bottle of “Hires.” 

That’s the whole psychology of 


good point of purchase advertising. 
Get in one more “impulse” reminder 
right where the customer can get 
the product at his fingertips. 

This does not detract from the 
importance of other types of adver- 
tising. It merely carries their effect 
one more step to its logical conclu- 
sion, that of almost “forcing” the 
sale. 

We all know that the oldest form 
of selling is door-to-door. ‘(Obviously 
we can’t do that in our business, yet 
when you put your message practi- 
cally on top of your product, you're 
coming as close to door-to-door sell- 
ing as you can get. 

Everything at that point is in 
your favor. The customer is in a 
buying mood, has money to spend, 
expects to carry out packages and 
in general is in the most vulnerable 
selling position. Compare this set 
up with that of the poor door-to- 
door salesman who has just awak- 
ened the man of the house from 
his Saturday afternoon nap. 

Which types of point-of-purchase 
advertising are the best? 

That depends entirely upon the 
local situation. In a curb service 
operation, where the customer sel- 
dom goes inside, it is obvious that 
an outside sign made of metal is 
needed. This may be placed either 
on the building or on posts near the 
curb or both. 

For the corner grocery, outside 
metal, screen door push bar or 


flange type signs are needed. Here, 
however, if you must choose be- 
tween spots, by all means get up 
inside lithography, keyed to the 
prevailing national program. If you 
can’t have both inside and outside 
(or don’t want both because the size 
and sales potential of the location 
doesn’t warrant the expense) then 
spend your effort on the people who 
are in the store, not the ones go- 
ing by. 

In the case of super markets, 
since many of them prohibit inside 
signs except for specific promotions, 
work towards getting the corner 
aisle display spots. Here, as in small 
groceries, the carton rack is one of 
your best salesmen. 

These are merely illustrations, as 
you all know full well the necessity 
for choosing the spots carefully. 

How can we arrive at some meas- 
urement of the amount of money to 
spend for this advertising? 

Let’s see what .01 per case looks 
like. Remember, we're just talking 
about point - of - purchase, not out- 
door walls, billboards, radio and 
other forms of local advertising. 

At .01 per case for point of pur- 
chase, we can apportion our effort 
somewhat like this: 

1. An outlet selling 2 cases per 
week, or 50 per year would 
warrant at least 4 litho- 
graphed pieces at .12% each, 
or 6 changes at about .08% 
each and so on. 

2. Now take one worth 5 cases 

per week, or 250 cases per 

year. $2.50 could be eaten up 

by one good metal sign and 4 

litho changes! 

Let’s jump up to a 500 case 

per year account. $5.00 per 
year begins to look pretty 
small for an account of this 
size, doesn’t it? 


Breaking our budget down in this 


fashion, it appears that .01 per case 
per year for point-of-purchase ma- 
terial is hardly enough to do the 
kind of job needed in a business 
where 44% of the sales hinges on 
this important media. 

YET NOT ENOUGH BOT- 
TLERS EVEN REACH .01 PER 
CASE! 

Before a criticism 
breaks, let me admit that there are 
some marketing areas where the .80 
per case price makes even .01 per 
case a hardship, though they are 
getting fewer every day. 

Yet there are many others getting 
over .96 per case who are not hit- 
ting even this minimum figure. 


storm of 


Actually, even .01 per case isn’t 
nearly enough to do the job. Al- 
though we realize that since some 
accounts don’t get any point-of- 
purchase pieces at all, and thus 
there is more available for the 
others, there is a terrific job yet to 
be done with this type of adver- 
tising. 

In summary, then, let us consider 
these factors: 

1. Almost half of the soft drink 
purchases are not planned in 
advance. 

To increase our share of that 
half, and to increase the total 
by stimulating not only those 
who did not plan to buy, but 
also those who failed to buy, 
we must use point-of-purchase 
advertising to the fullest pos- 
sible extent. 

To be doubly effective, this 
point - of - purchase material 
should strike a_ responsive 


chord by “tying in” the na- 
tional program. 

Lastly, if we can increase our 
advertising budget at all, in- 
crease point of purchase 
then get every bit of it up 
where it will do the job! 
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by J. N. BAUMAN, 
Vice President, 
The White Motor Co. 


q HAD just completed a tour of a 
huge, new bottling plant that was 
modern in every detail. I marveled 
at the way bottles and cases sped 
along their way with minimum 
handling and precision-like  effici- 
ency, and I told the manager of 
the plant how I felt. 

“We like to think our plant is 
modern,” he told me, “but, you know 
right now, we’re working out a way 
handling even more at 
With a product 


like ours, it’s important when we 


to reduce 


half-a-dozen places 


can save a few seconds in the bot- 
tling process, for that’s how we keep 
ahead of higher costs.” 

That comment stuck in my mind 
as I saw this manager’s trucks 
loaded with cases as they left this 
beautiful, efficient plant. “If sec- 
onds are so important in the plant, 
they are just as important once the 
product leaves the plant,” I rea- 
soned. “If he can also save time 
handling cases once the soft drinks 
are on their way to the customer, 
the resulting savings are just as 
important.” 


Save Minutes on the Road 


And that kind of thinking repre 
sents a changed viewpoint in regard 
to moving soft drinks from plants 
that are the last word in efficiency 
to the customer, by truck. The same 
kind of mechanization can be ap- 
plied to the distributing end of the 
business as the manufacturing end, 


and therein lies the change in view- 
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Prime Factor 


In Truck Selection 


point needed when considering the 
question of distribution efficiency 
for soft drink bottlers. 

In the past, bottlers in consider- 
ing new motor trucks, have spent a 
lot of their time studying specifica- 
tions as to horsepower, tire sizes, 
general appearance and other me- 
chanical items. Under today’s oper- 
ating conditions these factors are 
relatively unimportant. 

The average bottler’s truck oper- 
ates approximately 30 to 40 miles 
a day or approximately 4,000 to 
5,000 miles a year. In truck opera- 
tion this is considered very low 
mileage so the operating cost fac- 
tors such as fuel, repairs, and tires, 
are relatively low cost items in total 
dollars 

For example, compare the aver- 
age bottler’s operation with an over- 
the-road hauler who runs approxi- 
mately 350 miles a day or 100,000 
miles a year. In the case of the 
over-the-road hauler, he would use 

over a year’s time—approximate- 
ly 20,000 gallons of gasoline which 
would cost him about $4,200.00. 

In contrast to this, the bottler on 
the short mileage operations would 
use approximately 1,000 gallons of 
gasoline which would cost him about 
$250.00 a year. This same compari- 
son would hold true for repairs and 
tires. In other words, the bottler’s 
cost in dollars per year is extremely 
small for these factors, and a sav- 
ings of a cent per mile in operating 
cost means only a savings of $40.00 
a vear 

This brings out the very impor- 
tant point that the most vital thing 
about a motor truck in the service 
of the bottler of carbonated bever- 
ages is its usefulness. How can a 


truck, because of the characteristics 


of its design and features do more 
work during a day of service? 

As an example, a truck costs a 
certain amount of money whether it 
is idle or operating on the street. 
This, known as fixed cost, includes 
such items as license fees, insur- 
ance, depreciation, garaging, driv- 
er’s wages and interest on the in- 
vestment. 

These costs go on day by day, 
whether the truck runs a mile or 30 
miles a day and whether it delivers 
These are 
the important factors to weigh be- 


one case or 250 cases. 


cause they will approximate $12.00 
to $13.00 a day per truck; whereas 
the operational cost figures — dis- 
cussed earlier would only run 
about $3.50-$4.00 a day. The only 
way that efficiency can be obtained 
in a motor truck in bottler’s deliv- 
ery is for the motor truck to do 
more work for the fixed cost repre- 
sented so that the cost per case de- 
livered will be less. 


What to Look for in a Truck 


This is the key to the question, 
“What should a bottler look for in a 
motor truck?” He should not look 
at the mechanical details; rather, 
he should look at the design of the 
truck as to its usefulness and effi- 
ciency in the handling of beverages 
on the regular delivery route. 

The problem is very similar to 
that in the modern bottler’s plant 
where selection of machinery is al- 
ways on the basis of which machine 
will produce cases of beverages at 
the lowest per cost per case. It is a 
matter of productivity and useful- 
ness of the machine. 

This 


motor truck. It is a machine of de- 


holds equally well for a 
livery and by the manner in which 
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it is designed, one truck can be 
much more productive in the deliv- 
ery of cases of beverages than an- 
other truck. The truck that will 
produce more deliveries per day is 
always the one to select because it 
reduces the cost per case. 

Trucks are now available that 
have been designed to solve the 
delivery problem of the bottler; 
that recognize that most of the bot- 
tlers’ delivery work is in congested 
areas, always through a lot of traf- 
fic and necessitating the handling 
of a rather heavy physical load. 


These trucks provide equipment of 


the shortest possible length, with 
maximum maneuverability and 
short turning circles so that park- 
ing is facilitated. They provide 
frame heights that are lower so that 
the case load is brought within the 
easy reach of the salesman-driver. 
All of these factors speed up the 
delivery operation, making it possi- 
ble for the salesman-driver to make 
more calls and sell more merchan- 
dise. 

The important element that should 
be considered in examining a new 
truck is the physical effort imposed 
on the salesman-driver. The sales- 
man is essentially the contact of 
the company with the customers 
and his mental attitude and physi- 
cal well-being are important. Any- 
thing that can be done design-wise 
in a bottlers’ truck to reduce the 
amount of effort exerted in the de- 


Extra capacity body on this unit. designed for pallet loading, takes ad- 
vantage of the drop frame design. Note body height and reduced amount 
of reaching required to handle top row of cases. 


livery of full cases and the return 
of empties will result in better atti- 
tude and better merchandising abil- 
ity on the part of the salesman 
give him more time and energy to 
sell. A delivery truck should defi- 
nitely recognize this problem and 
provide construction that will per- 
mit the entire load to be at a lower 
level for easier handling. 


The Question of Pallets 


Palletizing is a very important: 


factor to improve distribution in the 
bottling industry and is becoming 
helpful. The 


necessitates about 6” 


increasingly pallet 
spacing for 
the forks of the lift trucks which 
means that the load is raised ap- 


This is a conventional-type truck for the soft drink industry. with a 
standard bottler’'s body and the customary straight frame and engine 


out in front. 
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proximately that amount on any 
truck. This makes it even more im- 
portant that motor trucks of the 
future have lower frame heights 
in order to more than offset the in- 
creased height due to palletizing. 
An additional factor that should 
be recognized on any motor truck is 
its merchandising ability from the 
point of view of a moving billboard. 
The truck of a bottler 
throughout the area which he serves 


circulating 


makes a splendid moving bill- 
board to present his product to po- 
tential users. It is important that 
this feature should not be over- 
looked and it is worth more than 
the equivalent of a stationery com- 
mercial! billboard that has been used 
by the soft drink industry exten- 
sively. A truck of distinctive ap- 
pearance—attractively lettered—is 
a great adjunct in the delivery of a 
merchant’s product. 

So in considering the problem of 
what should be looked for in a new 
motor truck, a rather complete 
change in thinking is necessary. 
The factors formerly given full con- 
which were the me- 
chanical parts of the truck 
relatively small importance today 


sideration 


are of 


compared to prime consideration of 
the vital factor—its efficiency in the 
delivery of bottled beverages under 
the conditions in which these trucks 
operate. Usefulness — that is the 
thing to look for when considering 
the purchase of a new motor truck. 


25 








Our Current Problems 


Pressure of defense program, and economics of country, bring 


several questions to the fore 


7 wry there is some con- 
fusion and many differences of view- 
point in the ranks of the industry 
but with it all, it is still obvious that 
the organizations which the indus- 
try has built up over the years are 
still strong, still functioning ag- 
gressively for the general good, and 
still working for that degree of 
unity which must carry us through 
the dangerous situations ahead. 
Certainly we in the bottled soft 
drink industry have reason to be 
proud of this unity, and of our ac- 
complishments because of it. I have 
seen the men of this industry at 
work in its associations, both State 
and National, and over a sufficient 
number of years to know that for an 
industry of relatively small busi- 
nesses the results of its association 
work—-your work-——have been out- 
standing among the organizations 
representing various segments of 


American business 


by J. J. RILEY, 
Secretary, A.B.C.B. 





But let’s look at it from another 
angle. The record which our asso- 


ciations have accomplished does 
give us something of a problem, be- 
cause the more success we have, the 
more we naturally are led to feel we 
can accomplish. The problem we 
have is in assuring the continuation 
of our past successes. 


of thinking that 
have a proper understanding of our 


To my way 
means we must 
functions and of our objectives 
And it means that we must carefully 
judge our own limitations in those 
functions and in our approach to 
those objectives. 

It means we also must recognize 
that what many of us individually 
would like to do is not always an 
entirely safe or practicable basis 
from the 
Often, action 


upon which to proceed 
industry standpoint. 
on some of our personal views, even 
as in the individual business, must 
be deferred because of more press- 
ing needs, or done by a method 
which meets with more general ac- 
ceptance among the entire group. 

Then, of course, we must realize 
that no matter how capable or how 
diligent we might be, as an organi- 
zation, there will always remain un- 
done some of those things which 
some of us feel should be done. The 
needs of the industry are too numer- 
ous to do everything at one time. 
And those needs are too varied to 
expect full unanimity on the things 
which are undertaken. 


“Unity” and “Leadership” 
Take on Special Meaning Today 


Those are some of the factors, 


or so it seems to me, upon which 
we as an industry have built, and 
must continue to build, if we are to 
have practical and successful unity 
of purpose. They are factors which 
are vital to successful leadership in 
the industry by our associations. I 
should point out that they take on 
special meaning when we see the 
growing list of needs of the indus- 
try in this period of emergency and 
compare them with our past views 
regarding the purposes of our or- 
ganizations. 

I realize that 
those growing needs, you may feel 


when I refer to 
that those needs can hardly be any 
greater in number than they were 
during the war years—and since. 
This industry had problems—many 
of them, and serious ones, as you 
know only too well during the 
war years. 

Those war problems disappeared 
in large part, only to be superseded 
by others of equally difficult char- 
acter and extent. I mean, of course, 
not only the industry problems 
which required the attention and 
the constant activity of your asso- 
ciations, but I also mean those which 
confronted each of you in your indi- 
vidual businesses and made your 
extra work on association matters 
not onerous, but yet burdensome 
which was to be 
avoided, and yet something which 
did require some sacrifice of time, 


not something 


of effort, and of money. 

As to the national association, it 
has had its hands full and more, and 
its post-war programs have been a 
strain on officers, 


constant your 


your Executive Board, and your 
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staff and facilities. I know how the 
bottlers who serve on the Executive 
Board of the association and on its 
committees shirk no job when any- 
thing has to be done for the indus- 
try, and when it is something which 
can be done. 

I know how the officials of the 
allied fields, 


whether they be from the franchise 


companies in the 


or flavor companies, from the ma- 
chinery companies, or from other 
suppliers, have given freely of their 
advice and assistance, and the co- 
operation and encouragement of the 
trade press has always been a most 
helpful factor. 

I am sure you will agree that an 
industry program requires the ex- 
penditure of a lot more time and a 
lot more effort than does an indi- 
vidual company program, because 
of the wide field that has to be 
covered, the diverse views which 
have to be reconciled, and the care 
that must be exercised when the 
results may affect plants all over 
the nation. 


Leadership by Bottlers 
must be Maintained 


In our anxiety and in our interest 
in the problems of our industry, we 
must not become so involved in 
those problems that we overlook the 
fact that our own leadership in the 
industry in the solution of those 
problems is the best guarantee of 
our success. We must maintain that 
leadership where it belongs. We 
must not let someone else take it 
away from us, so that instead of 
charting our own course we become 
subject to direction by others. 

Now, perhaps, one other illustra- 
tion of that will be helpful, although 
it is in a little different direction. 


Diverse Views on Taxation 


In a recent discussion with some 
of our Federal officials in Wash- 
ington, it was not surprising that 
they knew of all of the problems 
with which a tax on soft drinks 
would confront the bottler and 
particularly the smaller bottler. Ap- 
parently our arguments on those 
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phases in years past have not fallen 
on barren ground. 

And, as you know, the Treasury 
Department did not officially recom- 
mend a tax on soft drinks when the 
Ways and Means Committee started 
its hearings a few weeks ago on 
the ways in which to raise the bil- 
lions of additional revenue needed. 
But it was ready with figures when 
some members of that Committee 
who were opposed to levying higher 
taxes on other things — beer, for 
example 
what a tax on soft drinks might 


showed some interest in 


produce in the way of dollars and 
cents. 

We have 
showing of one likely basis for that 
interest, when on March 12 the 
spokesman for the United States 


since experienced a 


Brewers Foundation appeared be- 
fore the Ways and Means Commit- 
tee. In supplementing that industry 
organization’s opposition to a pro- 
posed increase in the tax on beer, 
he stated their position to be that 
beer is not a luxury, that soft drinks 
are a luxury, and accordingly they 
recommended that a Federal tax 
should be levied upon those products 
of your industry. 

What was even more surprising 
in the discussion I have referred 
to was the detailed knowledge 
some of those officials had of our 
own industry problems, and I have 
reference, of course, to the problem 
of competitive pricing and the dif- 
ferences in view within the industry 
itself concerning pricing policies, 
and the seriousness with which the 
proponents of those varying policies 
endeavor to sustain those views. 

I want to refer to only one phase 
of that problem, but it is an impor- 
tant one. Not only did that recent 
experience in the discussion of our 
Federal tax problem indicate that 
there are some within the industry 
itself who had communicated with 
people in Washington in favor of a 
and the 
but it has 
past. few 


tax on their own products 
products of all others 
only been during the 
months that we have witnessed the 
sponsorship of taxes on soft drinks 
by bottlers in some of our States. 

It is beside the point to either 


criticize or to approve their reasons 
for that type of activity. No doubt 
they acted under the stress of situa- 
tions which were provocative and 
distressing to them, even to the 
point of desperation. But the fact 
still remains that an increase in the 
price the consumer pays for bottled 
soft drinks by adding a tax, will not 
solve the problem of that variability 
of costs and margins which seems 
to be at the bottom of our major 
competitive problem. 

It will not solve the problem with 
which everyone is confronted — in 
varying degree — coming from the 
resistance of the consumer to higher 
prices for the particular product, 
regardless of whether the price is 
at 5c., 6c., 7c. or any other figure. 

And it will not take the place of 
sound pricing, sound merchandis- 
ing, and aggressive selling as the 
best means of competing with those 
who are already established with 
consumer demand and high sales 
volume. 

The industry’s experience has 
shown that, with an impediment of 
that kind—a tax on the product 
the only result can be that the 
strong and the large will still con- 
tinue to grow—no doubt at a slower 
pace—but the weak and the small 
will suffer disastrously and to an 
extent which makes the odds high 
against their survival. 

Those who 
policy, it seems to me, are embark- 


undertake such a 


ing upon a course which can have 
far-reaching effect. It could change 
the very nature of the industry, 
typified by a large proportion of 
small plants, working for the estab- 
lishment of their product, and the 
their 
brands, so that they may grow and 


successful acceptance of 


prosper. Therefore, to pursue such 


a course involves a serious responsi- 
bility, for in their efforts the 
chances greatly favor not only in- 
jury to themselves, but even more 
serious injury to so many others 
and with only a minimum of harm 
to the established and larger busi- 
nesses against whom their efforts 
are being directed. 

I want to discuss very briefly the 
matter of the price control regula- 
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tion and our Petition, but before 
going into that, I think there is 
something here that you will be 
very much interested in, because it 
may actually mean much to us if 
some of the difficulties we went 
through in the last war are repeated. 

As you know, one of the agencies, 
among the several to which the 
President delegated his powers 
under the Defense Act, is the De- 
partment of Agriculture. That has 
been delegated general powers re- 
lating to food and food products, 
including food processing, of course 
and all of the other things relating 
to food. 


At the moment I believe we have 
reason to be gratified that we are 
under that agency, for all practical 
purposes, in connection with claims 
for materials and supplies, as they 
may be related to the defense pro- 
gram. I am convinced that the peo- 
ple in the Department of Agricul- 
ture, whose job it is to assure ade- 
quate production, and distribution, 
and supply of sugar, for example, 
for the people of this country, are 
not going to take a position which 
opposes the proper place of soft 
drinks among the other food indus- 
tries in this whole program 


Our preliminary talks with them 
have convinced us of that. I think 
that they will assist us in maintain- 
ing our position, that we are an im- 
portant segment of the American 
food industry 


Incidentally, in this connection, 
don’t let us overlook those matters 
of leadership and of unity, for they 
will be very important to us in the 
days ahead in our contacts with 
government. 

Certain positions have to be 
maintained, and certain objectives 
have to be reached by government or 
government officials, and don’t you 
think for one moment that the old 
principle about dividing to conquer 
and promoting disunity is not 
known or likely to be followed in 
reaching those objectives. I don’t 
mind telling you that already in our 
contacts we have had some evidence 
of that 


principle being followed 


28 


when our views and those of cer- 
tain government officials do not co- 
incide. To offset that we must have 
unity within our own group, an 
understanding of what we are try- 
ing to do, an appreciation that in 
so doing we are trying to accom- 
plish the greatest good for the 
greatest number, and recognition 
of the fact that we will never solve 
all of our problems in one opera- 
tion. If we can face the future 
months with that 
keep that unity, I sincerely believe 


viewpoint and 


that we will have done much to 
solve most of our difficulties. 


The General Ceiling 
Price Regulation 


I said that I wanted to refer to 
the matter of price regulation. As 
you know, the General Ceiling Price 
Regulation came out on January 


_26,. freezing prices as of midnight 


on January 25, 1951. 


On January 29, just over the 
weekend, we had, I believe, the first 
petition for amendment of the gen- 
eral ceiling prices which was filed 
officially with Mr. DiSalle as Ad- 
ministrator of Price Stabilization 
Two or three days later, in all of 
the confusion of that agency, we 
had difficulty 
where the 


trying to find out 
Petition 
eventually it showed up. As filed, 


landed, but 


the petition was in general terms, 
It had to be supported by details, 
exhibits, facts, figures, and any- 
thing that we could get to them, to 
prove just what our problem was. 
We had to demonstrate, by those 
proofs, that we were telling the 
truth concerning price conditions 
within the industry and that we 
were all standing together on the 
thing. 

As a matter of fact, that matter 
of unity again was brought up, 
only recently and I will show you 
how important it is. We had a 
meeting with the O. P. S. officials in 
the form of an informal confer- 
ence on our petition. Those men 
represented a wide area and all 
phases of the bottled soft drink in- 


dustry, and still one of the main 
questions thrown at us was whether 
we represented the soft drink bot- 
tling industry. 

As a partial answer to that, a 
few days later we filed with O. P. S. 
telegrams from 44 State Associa- 
tions, and telegrams from about 
20 of the major franchise houses, 


endorsing the principles of our pe- 


tition that there should be some 
relief granted the bottler who was 
caught in the middle of the price 
squeeze, such as by letting him have 
some right to adjust his prices so 
that he could continue to operate. 

Then, of course, we also have the 
other deposits, 
where we are trying to get them to 


argument about 
agree with our view, by appropriate 
amendment of the G. C. P. R., that 
deposits do not come under that 
regulation. I am not going to go into 
detail on that, but we have had some 
indication that something is coming 
out of the confusion. Some progress 
is being made. We understand they 
are working on our problem in 
Oo. P. S., 


expect something to be done with 


and that we can really 


it, in one shape or another, in the 


near future. 








The striking display poster and 
recipe leaflet shown here will 
help in popularizing a new tall 
cold beverage this year —the 
“Sparkling” Wine Cooler. Other 
merchandising materials are 
being designed by several of the 
country’s leading soda water bot- 
tlers who are tieing-in with the 
wine industry campaign. 
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FASTER 
FEEDING 
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because Armstrong’s Hi-Speed 


Crowns have no burr 


on the underside 


If you're interested in stepping up vour cap- 

ping line speed vou'll be interested 

in Armstrong’s Hi-Speed Crowns. These 

crowns have no burr on the underside. That means 
you get fewer hang-ups in crowner chutes 

less downtime. Flow is faster—more 
dependable—more profitable! 

There are other decided advantage Sin using 

these crowns. There’s less friction and 

scraping in hoppers and chutes. Dust is kept at 

a minimum in crowning machines 

Crown decorations are kept new looking 

Users of Armstrong’s Hi-Speed Crowns will tell 
you that these modern closures are a 

definite step toward better bottling. For additional 
information, write to Armstrong Cork Company 
Glass and Closure Division, 6306 Prince 


Street, Lancaster, Pennsylvania 





THERE'S A SOURCE OF SUPPLY 
NEAR YOU 


WEST COAST REPRESENTATIVE: JOHN MULHERN CO 
175 13TH ST., SAN FRANCISCO 3, CALIF 

3236 UNION PACIFIC AVE., LOS ANGELES 23, CALIF 
116 STH AVE. NORTH, SEATTLE 9, WASH 
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Bottlers’ Place In The 
Defense Program 


2D, RING the month of March post- 


ers carrying the message “Mobilize 
for Defense” were seen in all parts 
of the nation—in fact, over most of 
the North American continent. The 
posters were in support of the 1951 
Red Cross Fund Drive. The urgency 
embodied in the American Red 
Cross program for 1951 has not yet 
been fully realized. Unknown to 
most people, the Red Cross is at- 
tempting to mobilize civilian re- 
sources to cope with circumstances 
which might result from an attack 
by enemy forces. In addition to its 
normal responsibilities, the Red 
Cross is developing plans to handle 
any emergency which might result 
from an atomic attack 

Throughout the World 


War, the continental United States 


second 


remained immune from enemy at 
tack, but our military forces de- 
ployed to the far ends of the earth 
Unknown to most Americans, Hitler 
sought to avenge his defeats through 
a buzz-bomb attack on New York 
City. His plan was to launch V-1s 
from U-boats. Fortunately, his total 
defeat occured before his dream 
could be realized 

If the Nazis could have bombed 
our home soil, they would have done 
only slight damage, for the attack 
made in 


York 


could not have been 


strength. However, if New 


30 


by WM. E. MANKIN, 
Public Relations Director, 
Grapette Co. 


City had been bombed, we would 
probably now be taking an entirely 
different, and saner, view of the 
A sin- 


gle buzz-bomb from a German sub- 


danger from atomic attack. 


marine, if armed with an atomic 
warhead, would have been disas- 
trous. 

It is a known fact that the Soviets 
have the submarines, the missiles, 
the atomic bomb, and a strategic 
bomber fleet. If World War III 
should occur, we can be certain that 
we will be vulnerable to attack 

Civil defense efforts are retarded 
by two attitudes of the American 
people; one, that it just can’t hap- 
pen here; the other that, if it does, 
it will be the hydrogen bomb and 
we can’t do anything about it any- 
way. Both assumptions are incon- 
sistent with the truth and work to 
hamstring our civil defense efforts. 

It is high time that we ‘“Mobi- 
lize for Defense”! And that goes 
for the soft drink industry, as it can 
play a vital role in the defense of 
our nation. Bottlers, as civic and 
business leaders, can take the lead 
in perfecting civilian defense plans 
for the area in which they live. The 


National Defense Program and the 
Civilian Defense Program need our 
assistance 

In support of our National De- 
fense Program, there are many ser- 
vices which can be performed by 
bottlers and their organizations. 
Local bottlers can serve as “Infor- 
mation Carriers”, acting as liaison 
agents between defense agencies 
and the people. For instance, the 
collective route salesmen of all bot- 
tlers in any city could completely 
blanket the community with posters 
in the course of a single day. The 
posters might be in support of any 
defense 


phase of the program. 


Literature publicizing specific 
drives could also be placed in every 
public spot in a community in a 
day’s time by this industry’s repre- 
sentatives. 

bottlers 


aided in the war by offering a pick- 


During the last war, 


up service for scrap metal drives, 
scrap paper drives, and similar 
efforts. We may soon be called on 
again for similar service. In the 
April 15 issue of the “Bulletin of 
Commerce”, published by the United 
States Department of Commerce, 
there appeared an article under the 
heading “Scrap Iron Drive Is 
Launched By N.P.A.” The Na- 
tional Production Authority is at- 





(Please turn to page 100) 
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ll you invest a DOLLA 
(| pa , - 


for YOURSELF 4 


Only ‘12° gets you 
a trial 14 gallon of the 


oi?! « GRAPE 
IMPERIAL 


Here’s the product that’s swelling bottlers’ 
profits from coast to coast! ...The mew Red 
Diamond Grape* Imperial . . . Clean, satisfy- 
ing, lip-smacking taste that says— “Give me 
another!”’. .. But you don’t have to take our 
word for it — for less than a penny a case, 
we'll send you enough Grape* Imperial 
extract (a full 1, gallon, in fact) to make 140 
cases of splits to test with your trade. That's 
fair enough, isn’t it? Just send us $1.00 to 
cover cost of packing and delivery. That's 
all there is to it — and you'll have enough 
of this delicious, fast- 





moving product to find 
out for sure how enthu- 
siastically your cus- 
tomers will go for it! 
* Imitation grape flavor 
THE 

LIQUID CARBONIC 
CORPORATION 


3100S. Kedzie Ave., Chicago 23, Ill 


This offer expires Jane 30, 1951 


THE LIQUID CARBONIC CORPORATION 
3100 South Kedzie Avenue, Chicago 23, Illinois 


Enclosed is $1.00. Rush %-gallon trial order of 

Red Diamond “Grape* Imperial” Extract. 
INCLUDE: Almond, 
Banana, Birch Beer, NAME POSITION 
Cherry, Chocolate, 
Cream Soda,Ginger 
Ale, Grapefruit, 
Lemon, Lime, Lime- 
Lemon, Root Beer, ADDRESS 
Strawberry, Vanilla. 


COMPANY 


CITY ZONE STATE 


isi en ene nce an Sm sp Wl Cea ue elm ine tan ae 
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SEALED-IN FLAVOR 


right from California’s sunny groves... 








SODA WATER BAS! 
STAGRTEO ese: Be 
Concentrated Orange hoes, Care aa 
Sodium Citrate, Orage Fieve a 
° Demsoate of Sods 
“Contents One US: Callow (3-786 *) 
. ~ — 


Comtang 


BOTTL WS = BOTTLERS ORANGE 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 

orange and lemon drinks, made 

with Exchange fruit juice bases. 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 
Products Department, Ontario, California BOTTLE be Ss 


400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13, N.Y. | U I i E 4S 
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Not What We Say 


Gut What Users Say! 


Read What 
rrLinG CO. ot CAMPBELLS VILLE Coca-Cola of 
COLA Bo a ueeentel 
ee Campbellsville, Ky. 
pooruary 26, 195% Says About Their 


EVANS 
HEATER 


We have hundreds of letters from 

users enthusiastically praising 

their Evans Automatic Heating 

Units. The letter reproduced here 

” shows how this bottler SAVED 

tour som enich “= MORE THAN ONE-HALF on fuel 


ote fact the bills. Read the interesting facts! 
ur forme 


+ consider usiné ©. 
» me ooeou7ru~" 
nana the Evans ©” 


» for use 
3 very truly» 


sua BOTTLE af 


Save Money, Time, Trouble 
With an Evans Heater! 








ECONOMY of fuel is the primary idea behind the instal- 
lation of Evans Units, but you also effect great savings in 
time, labor, bottles and insurance! Write for our folder, This revolutionary solution heating 
unit burns gas. Holds temperatures 
automatically; just light it and for- 
neer you, get it. There is a size for every need. 


“The Calorifie is Terrific’? and names of Evans users 


Manufactured by G. C. EVANS SALES COMPANY, Little Rock, Ark. 
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_ [ets be selish 


wherever you are.... 


cotton sugar bags 


are your lowest-nef cost 


LET’S BE SELFISH: Fine quality Cotton Bags are 
your lowest net-cost container. They are easier to 
handle, stack, and store. They provide better 
protection. The gleaming white or colorful patterns 
assure much better appearance. 


.» +» AND UNSELFISH: They have high salvage 
value. Housewives the country over want them 
because they make their precious budget dollars 


Confainefreee 


2 and unsetish 


go much farther. Furthermore, there is a reliable 
Cotton Bag Buyer near you who will make firm 
offers in advance ...60 days or more. 


We will quickly provide his name or address. Or, 


if you prefer, we will have 
him get in touch with 

you. Write us... 

Write us TODAY. 


TEXTILE BAG MANUFACTURERS ASSOCIATION 


611 Dovis Street . 


Evanston, Illinois 
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strong cases.+or Soft drinks 

















River Raisin soft drink cases are 
RUGGED! They give maximum trippage— 
more RETURNS for your money. Satisfied 
customers are the strongest case for 


River Raisin soft drink cases. River 


* RIVER RAISIN PAPER COMPANY 
‘es MONROE, MICHIGAN 


Raisin Experts can solve all your 


container problems. 
CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS + PACKING 
MATERIALS + FIBRE BOARDS + CORRUGATING STRAW 


CALL FOR ALL—DIMENSIONAL DISPLAYS 
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Think... Or Sink! 


P wowav y the most common situ- 


++ 


whicn bot 


lers find them- 
of walking a 
between “immediate 
and “prepara- 
yn the other 
in mind to remind 
probable shortages that 
in fact, some are here 
equipment, materials and 
these reasons, many bottlers 

would take “immediate bene- 

its’’ by maintaining low inventories 
and depreciating their equipment 
are being forced to buy new ma- 
chinery and boost their supplies on 
Many 


employees have 


hand salary increases for 
been dictated less 
by immediate necessity than by an 
iwareness of conditions as they 
be twelve and twenty-four 

from now 
some areas where wholesale 
n increased to $1.40 


nee goods sales vol- 


dangerously 


by OLIVER C. THENER 


President 
B-1 Beverage Co. 





There are plenty of uncertainties ahead ... but appli- 
cation of the known lessons learned from past experi- 
ence, plus determination and common sense, will help 


you prosper in business. 


ing to these prices, foregoing imme- 
diately greater profit possibilities, 
with the expectation that future 
conditions will make beverages eas- 
ier to sell, even at a $1.40 price 

By the same token, the many bot- 
tlers who are still holding at the 80c 
price level can only be hoping for 
reduced distribution and selling 
costs that might be brought about 
by the rationing of carbonated 
beverages 

This is a remote possibility that 
may occur within the next twelve to 
twenty-four months. But it is now 
apparent to everyone that an &80« 
price will not be a survival price 
(even for the most fortunate and 
by this fall 


Our economy is in an intermedi- 


efiicient operators ) 


ate period right now and I believe 
conditions call for intermediate 
prices on soft drinks. I’m happy to 
e that the A.B.C.B. is really go- 
to go to bat in an attempt to 
raise the overall ceiling to a maxi- 
mum of $1.00 per case for those bot- 
tlers now frozen at lower levels 
This is certainly a justified action 
that will be welcomed by all con- 
cerned 
About 


this price, in a trade journal article, 


a year ago we suggested 


and have since found that bottlers 
who did go to that figure are most 
satisfied from a profit and volume 
standpoint 

One of the really great strides 
that the industry has taken this 
been in the 
movement for carton deposits. We 


year has increased 


all know that the six-bottle carton 


built this industry and most of the 


future growth depends upon an 
even better development of carton 
About 3 


per cent of B-1 bottlers are now 


sales to the home market 


collecting a 3c deposit on cartons. 
A few are actually getting 5c. Re- 
ports on results from these bottlers 
are all excellent. Our own records 
indicate increased sales volume 
shortly after a plant inaugurates a 
carton deposit. Personally, we are 
looking for 1951 to be our banner 
sales year in spite of all price hikes 
Carton deposits are helping boost 
B-1 sales. While there is usually 
some resistance to this deposit at 
first it 
short time. 

One bottler told me that he ac- 
tually makes his salary on the dif- 


generally wears off in a 


ference he has saved since placing 
Whereas, he 
used to hope for three trips he now 


a deposit on cartons. 


reports around seven or eight trips 
per carton with the average climb- 
ing steadily 

Driver-salesmen take much bet-‘ 
ter care of the six-bottle carriers 
and hunt them up in outlets, they 
protect them from the elements 
much better. In addition, only bona- 
fide carton outlets get cartons now 
I have often seen route-men grab 
the first few convenient cases and 
deliver cartoned beverages to bars 
and other on-premise accounts. This 
wasteful practice is completely 
eliminated with carton deposits. 

Dealers also take much better 
care of cartons than before. They 
keep them off wet floors and use 
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LETTER OF THE F 
HE MONTH—“"Quality and Service Pay Off” 


ee Beverage Company, Inc. 
a 


catia 


April 25, 1951 


Hurty*Peck and Co. 
Indianapolis, Ind. 


peor Mr. Hines 


Just want to let you know that the new pottling formles 
you worked out for us are a real helpe 


when I look be lize we were doing everything 
the hard way. We throw setting on the 
syruper every what a nuisance! 
Once we even the whole rube 
Also when we pen the sugar 
bags and weigh out what we D f an in- 
convenience and wasted a lot of timee 


Now by usin e vew formulas with the same syrup throw 
on all our flev e a whale of ® lot of time and trouble. 
we like using t e 100 pound bags of sugers too, becaus® 
we get the exact smouat without bothering to weigh it out, and 
you'd be surprised how much lifting 4t cuts out for the syrup 
room mane It reminds me of the old saying “Use your head and 
save your pack"e 


Why we didn't have you set up our formlss like this ®@ 
long time BRO» I'll never know. They have really helped to 
streamline our production and we thank you no ende 


yours Truly >» 


ene ES 


Ence Order 
LRT/s 


Pp. se A 24 gallon flavor order is attached. Rush 4t please. 
we're about oute 


HURTY-PECK & COMPANY 


Makers of Quality Superb" Flavors 


INDIAN 
June, 1951 ee ee SANTA ANA, CALIF 


37 





care when mopping around dis- 


plays. The result is a far cleaner, 
more presentable food product for 
the consumer. I sincerely hope the 
movement for carton deposits will 
grow and stick with us as a stand- 
ard practice 

While I'm at this I'd like to men 
tion the increased competition we 
are getting from outside the bot- 
tling industry Particularly, the 
canned and frozen fruit juices. Just 


the other day I picked up the food 


paper and counted twelve full page 


ads, run by various food 


chains. In these advertisements, 


canned fruit juices (7 varieties 
were mentioned nineteen times, in 
many cases as featured items. Not 
one line in the whole section men- 
tioned any carbonated beverages. I 
believe competition from this source 
is greater than ever. Anybody who 
doesn’t believe that a pitcher of 


fruit juice in the family ice box 


store 


through. Planning to combat this 
competition should be on the parent 
company level. At present, several 
franchise houses appear ready to 
help bottlers along these lines 


When you consider the future 
prospects of the fruit Juice compe 
tition you must also take into ac- 
count the limitations that will be 
placed on tin cans. These restric- 
tions will probably hasten the de- 


velopment of fruit juice cup dis- 


doesn’t supplant beverage const . 
pp ) ige consump pensers for food outlets, industrial 


shopping section of a local news tion hasn’t thought the thing 


plants and military installations. 


Some watchdog eye must be placed 

No Specks! on these developments, for at the 
rate things are going, it won’t be 

long before bottlers won’t be able to 
Meanwhile, the 
juice people in competition will cry 


buy bottle vendors 


No Spots! 


“aid to good health” and go merrily 


on their way in purchasing re- 


No Dulling Film! stricted equipment and materials. 
The one basic point is that fruit 


juices are strictly over-rated on 


their health-giving qualities Espe- 


cially when they contain sodium 


benzoate as a preservative 


Your Bottles Sparkle 


Multi-flavored beverage cup dis- 


pensers are increasing In popu- 


larity. Except for the present re- 


with Cleanliness 


strictions on metals for parts I 
believe that competition from this 
Cer- 


leaps and 


source would really be severe 
tainly it will grow by 
bounds after this present emer- 
gency. Some serious judgment must 
be exercised on whether the bot- 
tling business will take over or com- 
Mark these 
words, “Within ten years cup dis- 


you add a bright sparkle to your bottles . . . you pensers W ill 


bat cup dispensers 


When you use Solvay ANCHOR ALKALI, 


account for a really 


eliminate specks, spots and dulling film. Because substantial share of on-premise 
ANCHOR ALKALI has special rinsing properties, consumption. Bottled beverages still 
this high-efficiency bottle washing cleanser far surpass the quality of the drinks 
does a “ perfect” job—leaves your bottles produced by these machines. I think 


ool. 


e »-cle nd sterile! And it’s more 
glistening-clean and sterile t every bottler should take steps to 
economical because consumpuon per unit P 

protect his investment in equip- 
number of bottles washed is really low . 
ment, at this time, by telling his 


community about the uniform, high 


Be sure to specify Solvay ANCHOR ALKALI, 


quality of his bottled beverages”. 


ANCHOR 
ALKALI 


A so.vay Special CLEANSER Most bottling plants will be faced 


with the task of rapidly 
inexperienced men 


training 
Right now, at- 

tention should be given to methods 
SOLVAY SALES DIVISION of training the trainers and how 


Allied Chemical & Dye Corporation they 

40 Rector Street, New York 6, N. Y. ; 

— Branch Soles Offices 

+ Chicago + Cincinnati - Cleveland 

New Orleans + New York - Philadelphia - 
St. Louls - Syracuse 


should, in turn, educate new 


——. men. I suggest that you get your 
+ Detroit : ? 
Pittsburgh 


Boston - Charlotte 
Houston - training program down on paper 
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LABELS 


. pyroglaze 


You dispense with relabeling — and add new appeal to 
your beverage — by using Thatcher Wedg-Walls with 
Pyroglaze labels. 


This exclusive process fuses your label in brilliant color 
right into the surface of the bottle. There's nothing to 
chip, wash or wear off because your label lasts the life 
of the bottle — looks even more brilliant when the bottle 
is frosty-wet! Then too, Pyroglaze eliminates relabeling 
costs — helps you cut down on bottle strays. 


Learn the advantages of using longer-lived Wedg-Wall 
Bottles with colorful Pyroglaze labels. Contact your 
Thatcher representative today — or write, wire or phone 
Thatcher Glass Manufacturing Co., Inc. 


aes at ~ fa = it ae cg pe mci 


Pyroglaze is a copyrighted name of the Thatcher Glass Man- 
ufacturing Co., Inc., identifying colored lettering and design 
fused into the glass surtace of the bottle. 


ves; mem ow. WEDOWALL 


"IC Factories: Elmira, N.Y., Streator, ill., Lawrenceburg, Ind. 4 A 
Sales Offices. BOSTON BUFFALO CHICAGO CINCINNATI DETROIT LOUISVILLE 
WEW YORK PHILADELPHIA = ROCHESTER, LY. ST. LOUIS. ST. PAUL = WASHINGTON, 0.C *T.w. APPLIED FoR 
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and revise it as needed. Even a 
small three truck operation should 
have a formal, well thought - out 
training plan. It’s not enough to 
take a man out and “show him the 
ropes”. A poor breaking in pro- 
cedure accounts for most labor 
turnover and this will be one of the 
cost items that will give your ac- 
countants fits this year. 

A more aggressive employee pro- 
curement plan and a larger back- 
log of job applicants are necessary 
adjuncts to a successful personnel 
arrangement. I’m not referring to 
the larger operations (they have 
these) but particularly to the bot- 
tler who thinks “I’m too small an 
operator to worry about those 
things”. 

Finally, in walking your tight- 
rope I’d suggest the use of group 
judgment in the making of the deli- 
cate decisions that lie ahead. A 
group of competent interested, un- 
emotional parties to help in guid- 
ance of your business in the next 
year may be your greatest asset. 

It is my personal belief that the 
beverage industry is on the thresh- 
old of an even greater era of ex- 
pansion than—the past two decades 
New fortunes will be made by men 
who will use the ingredients of fore- 


sight and determination. 


Cuban Sugar Averted U. S. 
Shortage In °50 

A severe shortage of sugar in 
the United States in 1950 was 
averted largely by Cuba’s response 
to this country’s needs in sending 
here 3,265,000 tons, 40 per cent 
of the largest quantity, 8,248,976 
tons, ever provided for consumers 
here. This is the opinion of the 
U. S. Cuban Sugar Council 

Producers in Cuba _ furnished 
this great quantity even though 
the basic quota assigned to sugar 
from Cuba by the United States 
Government at the beginning of 
1950 was only 2,219,000 tons. The 
difference between the original as- 
signment and the final perform- 
ance, 1,046,000 tons, represents an 
increase of 47 per cent in supplies 
from Cuba. 
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Big New Pepsi Plant 
Opens In Jersey City 


One of the largest plants in the 
East—the new Jersey City (N. J.) 
plant of the Pepsi-Cola Metropoli- 
tan Bottling Co.—had its formal 
opening in April. 

The new bottling operation, mod- 
ern in every respect, contains more 
than 35,000 square feet of floor 
space, employs more than 100 per- 
sons, and will service a marketing 
area of 1,500,000 people. 

The plant is the 


Pepsi-Cola operation to be opened 


second new 


in New Jersey in less than a year 
the other went into operation at 
Teterboro last fall. 

With modern bottling, quality 
control and inspection machinery, 
and with distribution facilities 
more than equal to the challenge 
presented by so large a marketing 
area, the new enterprise is a 
further step in the steadily expand- 
ing Pepsi-Cola sales drive. Its dis- 
tribution force will cover Essex, 
Hudson and part of Union Coun- 
ties, an area containing one of the 
nation’s heaviest concentrations of 
industry. 

Included among the dignitaries 
who were invited to participate in 


the opening were Mayor Frank 


Officials of the new Pepsi-Cola 
plant in Jersey City are shown 
at the door of the new facilities. 
Left to right: William S. Lawo, Jr., 
plant manager; W. H. Junker. 
treasurer; Harry Schwarz, plant 
superintendent; Jack Ryder. sales 
manager: and Walter Tiedemann, 
vending manager. 





Kenny of Jersey City, Mayor Ralph 
Vallani of Newark, and the City 
Commissioners of Hudson and Es- 
sex County localities and Elizabeth, 
in Union County. 

William S. Lawo, Jr. is plant 
manager of the new Jersey City 
operation. Varney Graves heads the 
Pepsi-Cola Metropolitan Bottling 


Co. 


Equipped with modern bottling. quality-control and inspection machinery. 
the new Jersey City plant of the Pepsi-Cola Metropolitan Bottling Com- 
pany was officially opened in April. Shown in the plant, left to right. 
are: Michael Santos, bottle inspector; Harry Schwarz, plant superin- 
tendent: and William S. Lawo, Jr., plant manager. 
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biggest in the soft drink industry! 


Markup 

The spread between selling price and cost of 
White Rock is greater than for any other 
franchised beverage. And White Rock helps you 
maintain this margin! 


Know-how 


White Rock’s 3 top officers combine more than 
60 years’ experience in the beverage industry 
... they know that the bottler must make a 
profit before the parent company. 


12 beverage choices 

In addition to White Rock Pale Dry Ginger Ale 
and Sparkling Water, White Rock bottlers have 
the optional choice of the following White Rock 
flavors... Black Raspberry, Black Cherry, 
Lemon 'n’ Lime, Orange, Saz-Rock, Cola, Root 
Beer, Golden Ginger Ale, Tom Collins Mixer, 
White Soda. 


Advertising support 

White Rock consistently supports its bottlers 
with hard-hitting full-color ads in LIFE maga- 
zine, plus local TV, radio and newspaper 
coverage! 


Selectivity 


White Rock franchised bottlers are chosen from 
solid and experienced operators who have 
realized the value of adding White Rock Ginger 
Ale and Sparkling Water to their line. Perhaps 
you are the type of bottler who could profit 
from an exclusive White Rock franchise. 


SOUND GOOD? TO FIND OUT HOW 
GOOD JUST PHONE, WRITE, OR WIRE: 
ALFRED Y. MorGan, President 
White Rock Corporation 
One Park Avenue, New York 16, N. Y. 
Telephone MUrray Hill 4-3210 


Move ahead with White Rock in 1951 
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VW had ry 
Summerize 


Bottle Washing Process 


With the big production season ahead, now is the 
time for all alert bottlers to get their bottle washing 
operations running smoothly, efficiently, economically. 


Here are some timely pointers. 





Your 








Ww, MIGHT ask the question, 


“What is a You 
could ask the same question about, 
“What is a There 


are five qualifications, as follows: 


clean bottle?” 


clean glass?” 
1. Free from visible soil 


9 


2. Free from invisible soil—bac- 


teria, mold, yeast, things of 
this type 

3. Free from odor 

1. Free of alkali 


5. Free from physical damage, 


cracks, chips, and so forth, 

which would make the bottle 
unsaleable. 

Now, we might just run through 

a few simple tests for a clean bottle. 
A clean bottle is: 

1. Clean to sight and touch. Of 

course, you can see and feel it. 

2. Free from bacteria, mold and 


This 


teriological examination to ac- 


yeast requires a_bac- 
tually determine the absence 
or presence of bacteria, mold 


and yeast. 


3. A clean bottle should give no 
water break, in other words, 


it should be evenly sheeted 
with water as it comes out of 
the machine, and it shouldn't 
fog. If it steams up like your 
windshield does in the winter- 
time, it is not clean. 

It shouldn't 


filled with carbonated water. 


gush when it is 
It should show no free alkali 
when tested with phenolphtha- 

lein indicator or test paper. 
There 
chine bottle washing. 
that is, the time of the bottle in the 


are many factors in ma- 


One is time, 


The speed of the machine 
this. If 


you speed up the machine you prob- 


solution 
more or less determines 
ably will have to increase the alkali 
content or increase the temperature 
to do the same bottle washing job in 
the shorter time 

The temperature requirement dif- 
States, but 110° to 


range. If you 


fers in many 


135° is the usual 


by P. N. BURKARD, Director, Technical Service, J. B. Ford Division, 


Wyandotte Chemicals Corp. 
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have color-applied labels, the bottle 
manufacturers 110 to 
130° F. If you get much over that 
you tend to attack the color applied 


recommend 


labels. If you lower the concentra- 
tion you more or less have to raise 
the temperature to compensate and 
do the same cleaning job in the 
I might also state that 
if you raise the temperature, a 27 
the 
bottles 
the 
will 
have less machine lubrication from 


same time. 


rise in temperature increases 


corrosive action on glass 


about 3 times. If you lower 


concentration you probably 
the compound. If you raise the con- 
the 


normally goes up. If you have labels 


centration lubrication factor 
it normally takes a higher concen- 
tration than if you don’t have la- 
labels 
the 
ture to get them off in the time re- 
the 
solution (something like a wetting 
the 


solution so 


bels, and if you have you 


either have to raise tempera- 


quired or add something to 
wetting 
that the 
The only other al- 


agent to 
the 
labels come off. 


increase 


speed of 


ternative is to give a longer soaking 
time and normally this isn’t pos- 


sible. 


One the 


toughest labels to remove determine 


thing about labels, 


how your bottle washing machine 
must be charged. I recall an inci- 
dent in a plant in Troy, New York 
On 10°; of their bottles the labels 
didn’t seem to come off and in order 
to get the 10°, off they had to go 
as high as 180° F. 


amount of 


and also use a 
considerable wetting 
agent in their alkali solution to get 
the labels off in the time allotted. 
they that 
problem by putting a label flusher 
The 
loosened but wouldn’t soak off and 
this didn't label 
flusher, so they had to put one on. 


Eventually, overcame 


on the machine. labels were 


machine have a 


On old storage bottles you often 


have mold growth and when you 


have mold growth, rinse brushes 


seem to do a good job. 


Basis of Solutions 


The 
alkalies is sodium hydroxide. 


basis of all bottle washing 
We 
add things to sodium hydroxide to 


National Bottlers’ Gazette 





from New York 


i, 


re TUT NEST, 
OE) REARING) a 
Sor 


depend on 


THIESON 


fo 





) t 


" DRY ICE a 


Y SZ 
|e? 
: XL dA ad PU); A 
VALI OPS Aaa le = 
17 strategically located warehouses -- supplied from 


one of the largest carbon dioxide plants in the 

world — make it easy for you to receive Mathieson Dry MATHIESON DRY ICE WAREHOUSES 

Ice when you need it and where you need it. Each of Atlanta, Ga. Memphis, Tenn. 

these warehouses is adequately staffed and equipped Baltimore, Md. Nashville, Tenn. 

to provide dependable service. Technical help is also Birmingham, Ala. New Orleans, La. 

available for assistance with your Dry Ice problems. Charlotte, N. C. New York, N. Y. 
Chattanooga, Tenn. Norfolk, Va. 

A pure product, Mathieson Dry Ice is ideal Greensboro, N.C. _— Philadelphia, Pa. 

for the refrigeration of food or for the carbonation Jacksonville, Fla. Richmond, Va. 

of beverages. Visit or call your local Dry Ice Kncnvitie, Venn. Seliville, Ve. 

warehouse and learn how Mathieson Service can Washington, ©. C. 

benefit you. Mathieson Chemical Corporation, 

Mathieson Building, Baltimore 3, Maryland. 


SERVING FROUSTRY AGRICULTURE AND PUBLIC 


4 
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give it better washing action. Of 
the materials added, the oldest, of 
course, is soda ash or sodium car- 
bonate. Probably the next most 
widely used is trisodium phosphate 
and within the last 10 years we have 
had a series of polyphosphates that 
are being quite widely used in bot- 
tle washing alkalies. 

I might add that polyphosphates 
are not generally incorporated in a 
flaked bottle alkali be- 
cause at the temperature that the 
flake bottle washing alkalies are 
manufactured, the polyphosphates 
revert to orthophosphates. You 
normally get 


washing 


polyphosphates only 
in the crystal or granular type of 
bottle washing alkali. Silicates are 
used to a slight extent in bottle 
washing alkalies. Some machine 
manufacturers think silicates form 
a type of scale that causes excessive 
wear, but in spite of that you get 
silicates in the bottle washing alka- 
lies from the labels. Aluminum 
labels, for example, contain silica 
that is dissolved by the bottle wash- 
ing alkali. When the aluminum foil 
dissolves in sodium hydroxide it 
forms sodium aluminate and liber- 
ates hyrogen gas, and the hydrogen 
gas when mixed with air will ex- 
plode. An understanding of the 
problem and the enforcement of a 
few safety rules will eliminate any 
The labels 
from 100,000 bottles with aluminum 
labels will 


hazard in this respect. 
neutralize about 75 
pounds of caustic. Some label sup- 
pliers say that where aluminum 
labels are used the alkali consump- 
tion goes up about 20 percent. 

We are not condemning alumi- 
num labels because anything that 
increases the sale of a beverage, and 
this is what they are used for, is 
practical. Sodium aluminate also 
has another effect on bottle wash- 
ing. It reduces scuffing. The Coca- 
Cola Company have in one of their 
recent publications brought out 
quite a study on the use of sodium 
aluminate in bottle washing alka- 
lies to prevent scuffing. There are 
other ways of doing it. Sodium alu- 
minate is quite effective. Sodium 
zincate is more effective. Probably 
it takes one-fifth as much sodium 
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zincate as it does sodium aluminate 
to do the same amount of inhibit- 
ing. 

Sodium beryllate, which is a be- 
ryllium salt, is more effective than 
the sodium zincate, but sodium be- 
ryllate tends to be toxic. I doubt if 
any of the alkali manufacturers 
will use sodium beryllate. 

Another thing that might be 
used for anti-scuffing are the tan- 
nins. Tannins tend to give a very 
reddish-color bottle washing solu- 
tion, so it isn’t very attractive and 
I doubt if anybody will use tannins. 

I think the two principal things 
that will be used are sodium alumi- 
nate and sodium zincate, and there 
is a bottle washing alkali available 
with the sodium zincate incorpo- 
rated in it 


Wetting Agents 


Phosphates and wetting agents in 
bottle washing alkalies have a num- 
ber of effects where you have pig- 
ments, especially titanium  pig- 
ments, as are being used on some 
of the labels. The 


phates tend to keep those pigments 


newer phos- 


in suspension. Once the pigment 
comes off the paper or off the glass 
or off the label and gets on the 
glass it is quite difficult to remove 
Some of the modern insoluble inks 
that are being used on labels ac- 
tually will float around in the bottle 
washing solution and get on the in- 
side of the bottle. Once inside the 
bottle it is very hard to get them 
off the glass. The presence of phos- 
phates in bottle washing alkalies 
tend to disperse the pigments and 
keep them 


glass. 


from sticking to the 
Some wetting agents have 
the same effect. Wetting agents 
also make it possible to get the 
labels off quicker. In other words, 
the wetting agent makes the solu- 
tion wet the paper faster so that 
the label releases from the glass. 
Of course, there are other ways of 
doing this. You can raise the tem- 
perature to speed up penetration. 
Sometimes, though, if you raise 
the temperature you get into exces- 
these 


sive bottle corrosion. All 


things tie together—time, tempera- 


ture, rinsing, and so forth, all are 
tied to your bottle washing com- 
pound. 

Bottle washing alkalies are strong 
chemicals. Anything that contains 
caustic soda has to be handled with 
eare. In charging a bottle washing 
alkali 
If you put 
it in hot water to start with, the 


solution you shouldn’t put 
into water over 140° F. 


alkali solution is apt to boil and it 
may boil up very vigorously and 
somebody may get burned. If you 
have people handling alkalies, it is 
best to have them wear goggles to 
protect the eyes and gloves to pro- 
tect the skin, and if they get any 
alkali on their skin it should be 
washed off with a lot of cold water 
right away and neutralized with 
vinegar, which probably is the most 
practical thing to use, because you 
can always get it. 

We have trouble at times in main- 
taining the alkali solution at the 
proper strength. For example, if 
you have a tall soaker and you 
shovel in maybe 50 pounds of alkali, 
sometimes it goes to the bottom of 
the machine. If the solution cools 
down, it crystallizes and builds up 
a cake which may or may not dis- 
solve. 

It is surprising the number of 
problems that come up in a year’s 
time where some soaker has a crys- 
tallized cake in the bottom of the 
alkali tanks. 
happen if you are feeding a strong 


The same thing can 
alkali solution. Some plants make 
up a strong alkali solution and they 
pump it in. If they pump it in 
through a big pipe and have a big 
stream, the solution is heavier than 
that in the bottle washing machine 
and it goes right to the bottom. 
Unless the machine will mix it up 
on running, the solution may vary 
from 15 percent or more on the 
bottom to 2 percent on the top. 

One of the best methods I have 
seen for preventing the flake alkali 
from going in to the bottom of the 
soaker is to put a screen in the tank 
and put the alkali on the screen. It 
lays on the screen and dissolves and 
thére never is any undissolved 
alkali going to the bottom of the 
tanks. 
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In order to maintain the soaker 
solution at the proper strength you 
have to test it. Of course the sim- 
plest tests are the A.B.C.B. alkali 
test and the A.B.C.B. caustic test, 
and these are very good tests. Spe- 
cific gravity is a test that has been 
used. It is very rough and unreli- 
able; as the solution gets older it 
builds up dissolved solids and the 
specific gravity gives a false read- 
ing. Electronic units give a rapid 
test but should be checked against 
a titration from time to time. In 
one case, where they were checking 
their solution with an electronic 
unit, it showed 3! percent, where- 


as by titration they had 13. per- 


cent. It was very simple to get the 
solution down to the proper strength 
and get it working again. To titrate 
with standard acid is of course the 
laboratory method and the most ac- 
curate. 


How To Handle Scale 


Where you have aluminum labels 
the sodium aluminate formed gives 
a false reading on the caustic test 
and it is necessary to use a method 
that corrects for this. Sodium fluor- 
ide is used in one method. Run the 
caustic titration in the normal man- 
ner. Then add sodium fluoride, 
which liberates caustic by reacting 
with the sodium aluminate and run 
a second titration. Subtract one- 
half of the second titration from 
the first. This is the correction to 
apply to correct for the sodium 
aluminate 

Scale is probably one of the buga- 
boos of bottle washing, and the 
causes of scale are, of course, cal- 
cium and magnesium in the water. 
There is another type of scale that 
is formed that we have run into 
since aluminum labels have come 
into wide use, that is, a scale on the 
heating coils which consists of ap- 
proximately one-third silica, one- 
third oxide, and one- 
third paper pulp and pigment. We 
have had scales from breweries and 


aluminum 


from bottling plants, and they are 
almost identical. The X-ray analy- 
sis gives the same X-ray pattern. 


The spectrographic analysis always 
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shows somé copper, titanium, chro- 
mium, lead and various metal pig- 
ments and the chemical analysis 
one-third one-third 
aluminum oxide and one-third pa- 
per pulp and pigments. The alumi- 
num oxide comes from the alumi- 


about silica, 


num labels, some of the silica from 
the labels and some from the water 
and bottle washing compound. 

On a machine, the rinse tank 
scale is different from the chain or 
pocket scale. The rinse tank scale 
is normally high in calcium and 
magnesium carbonates. The pocket 
scale normally contains some cal- 
cium and magnesium carbonate, 
some calcium phosphate and pos- 
sibly insoluble silicates. 

As stated before, hardness of 
water is one of the direct causes 
of scale and the scale formation oc- 
curs most rapidly where the carry- 
over from the alkali tank meets the 
fresh rinse water. Therefore, if you 
soften the rinse water that is one 


of the best methods of controlling: 


scale. 

However, there are other methods 
of doing it. If you can reduce the 
carry-over of alkali from the soak 
tank to the rinse tank you can re- 
There are 
several methods. Carry less alkali 
in your soak tank if that is practi- 
cal. You may be carrying too much. 


duce scale formation. 


Adding wetting reduces 
alkali carry-over. You can treat the 
rinse water with a polyphosphate 


compound and that takes anywhere 


agents 


from 5 to 20 parts per million and 
there are feeders that feed the poly- 
phosphates directly into the rinse 
water line. This tends to stabilize 
the water, or stabilize the calcium 
and magnesium and prevent them 
from precipitating as scale. 

You can also use polyphosphates 
in the last compartment to carry 
over into the rinses or you can use 
a bottle washing compound contain- 
ing polyphosphates to carry over 
into the rinses. 

There are a number of methods 
of descaling. Of course, grit blast- 
ing or sand blasting has been used. 
It tends to roughen the metal a 
little bit but it is very efficient. 
When you change from one com- 


pound to another you upset the 
equilibrium that has been estab- 
lished in the soaker and that may 
have a temporary effect. Acid de- 
scaling, of course, is one of the old- 
est and probably one of the fastest 
ways of descaling a bottle washing 
machine. Inhibited muriatic acid is 
most widely used. 

If you have a scale-free machine 
you use less alkali because you have 
a smooth surface. The smooth sur- 
face carries out less alkali than a 
scaled, porous surface. In some 
plants we have seen a reduction of 
about 50 percent in alkali consump- 
tion after descaling. 

You get reduced power consump- 
tion because you are carrying less 
weight on your pockets. You get 
better bacteria control because scale 
can serve as a home for bacteria. 
You maintain your solutions easier 
because you are using less alkali. 
You get less scuffing and scratching 
because some scales are like sand- 
paper and will scratch color-applied 
labels. You get less wear on your 
machine because some scales are 
hard, and you have an improved 
appearance of your machine and 
also you have less sewer trouble. 
The more alkali you carry over into 
your rinse water going down the 
sewer the more trouble you are apt 
to have with a scaled sewer line. 
You might say that the use of the 
polyphosphates in treating the rinse 
water also tends to prevent the 
sewers from clogging up. In some 
plants, especially in the hard water 
area, this is a pretty important 
problem, especially if the sewer is 
under a cement floor that you have 
to tear out to clean the sewer. 

We talked a little bit about how 
to descale a washer. I would like 
to start the discussion with this: 
Old washers often have thin spots, 
so if you descale a washer you 
might find a hole in the wall of a 
tank that will have to be patched. 

Simple directions for descaling a 
washer are to drain and flush out 
all the debris and alkali. If it hap- 
pens to be a multiple tank machine, 
you use one tank for the acid. Fill 
the tank half full of water, add the 
proper amount of inhibitor, usually 
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about one pound if it is a solid and 
one pint if it is a liquid for each 


9. 
Ye 


> gallons of muriatic acid, and 
then add the acid. Use the acid at 
about a 1 to 4 dilution, in other 
words, 20 percent by volume. If it 
is a multiple tank machine, you put 
water into the following tanks to 
catch the 


water lines. If it is a brush ma- 


drips. Close the rinse 


chine, remove the brushes and start 
the machine running to mix the 
solution. Once the acid is in the 
machine, find out if there is enough 
inhibitor to prevent the acid from 
attacking the machine. Look at the 
rollers or any place that is free of 
scale to see if there is any bubbling 
You should add more inhibitor if 
there is bubbling on the bare metal 


The solution is normally heated 
to 120 to 140 degrees F. If heated 
much above that, acid fumes get in 
the air which may rust the other 
equipment in the room. So _nor- 
mally we don’t recommend heating 
above 140° F. Run the machine 
until the scale is off and it may be 
Nor- 
mally, the acid solution will require 


necessary to add more acid. 


the addition of more acid about half 
way through the job 

When it is ready for discharging, 
drain the rinse tanks first and put 
alkali solution in one because when 
the machine is running, as the 
chain comes out of the acid solution 
any acid on the chain is immediate- 
lv neutralized so it doesn’t tend to 
rust. Then drain the acid solution 
and if you have a cement floor, 
dilute it with a lot of water because 
the acid solution will go after the 
floor. Then flush out the tank which 
held the acid solution and fill it 
with a one percent alkali solution 
and run the machine for a half hour 
Then 


drain, flush, refill, and recharge and 


to neutralize all the acid. 


the machine is ready for washing 
bottles 

Once you have descaled a machine 
you really ought to maintain the 
benefits and you ought to put into 
practice some of those things that 
will tend to prevent new scale from 
In other words, you might 
these 
treatments on the rinse water to 


forming 


use one of polyphosphate 
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keep scale down. The savings in 
alkali on a scale-free machine will 
pay for the polyphosphate treat- 
ment. 


One of the problems relating to 


bottle washing is of course rusty 


bottles. They normally have to be 
treated with 10 percent by volume 
muriatic acid before they go 
through the washer. Normally, you 
have a crock with a rack and set the 
bottles in it to take off the rust ring 

If you run into cloudy bottles, 
something is wrong with the rins- 
ing system, the alkali may not be 
adapted to the water condition, you 
may be carrying too high a con- 
centration or you may have to add 
something to treat the water. 

If you have gushing bottles, the 
chances are you are doing a poor 
rinsing job or may be leaving the 
bottles in the washer over the noon 
hour and etching them. There also 
may be some film on the bottles 
You apply about the same treat- 
ments that you do for 
bottles. 


cloudy 


If you have foaming, the chances 
are the solution levels are low, the 
pumps may be drawing air, there is 
a leak in the pump line, or the solu- 
tion is old and has built up such a 
high organic load that it tends to 
foam. Always check to eliminate 
the causes of foam and only as a 
last resort use the foam-inhibiting 
agents. 

A solution should be changed ap- 
proximately every 60 to 100 hours 
and if the bottles have labels it may 
be necessary to change more often 
If you are using aluminum labels, 
we normally recommend that the 
solution be dumped when it gets as 
high as 2 percent sodium aluminate 

The rinse tanks, especially the 
last rinse tank, should be drained 
every day and ought to be washed 
out once a week. The recommended 
treatment for a rinse tank now is 
to let a 100 
chlorine solution stand in it over- 


parts per million 
night and start right out washing 
in the morning without changing 
the tank 
dilute the solution and it will cause 


The rinse water will soon 


no trouble, but standing overnight 
it will kill the bacteria in the tank 


Normally, we inspect bottles be- 
fore filling and after filling. <Ac- 
tually, the bottles should be in- 
spected before they go in to the 
washer. One bottle contaminated 
with paint or oil going into the 
washer can cause a great deal of 
trouble, foul up the brushes and do 
a lot of things that take time and 
are costly. If such bottles are 
picked out before they go into the 


machine it prevents trouble 


I would like to mention some of 
the things that affect cost. In any 
cost program you have to have rec- 
ords. You should know how much 
bottles 


rejects you 


alkali you use, how many 


you wash, how many 
have and what concentration you 
carry. If you are carrying too high 
a concentration you are creating 
problems by using more alkali than 
you require and causing more scale 
to form on the machine, like a chain 
reaction. If you speed the machine 
you get excess carry-out. If you 
slow it down you get less produc- 


tion. These things tie to costs. 


Temperatures If you raise the 
temperature you have higher steam 
cost. You also get more scuffing, 
more breakage and more attack to 
bottles. As I mentioned before, if 
you raise the temperature 27 de- 
grees F. you triple the attack of the 
alkali solution on the glass. 


In conclusion, remember bottle 
washing is a complicated process 
Each plant has its own individual 
problem. Bottle washing may de- 
termine the keeping quality of a 
beverage Zottle washing opera- 
tions may determine the appearance 
of the beverage as it is delivered to 
a customer. In other words, the 
bottle is your show window and it 
may be the only view of your plant 
that vour customer gets. Zottle 
washing operations are often the 
show place for visitors to the plant, 
Efficient 


bottle washing ties directly to good 


and should be attractive. 


advertising, quality control, insur- 
ance of the business and, most im- 
portant of all, sales 


Good bottle washing need not be 
expensive, but poor bottle washing 


is costly, any way we look at it. 
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MILWAUKEE DETROIT WEW YORK 





FARGO 


IN SALES IMPACT - 


TWIN CITIES CHICAGO 


“the Sign of Success” 


On night-darkened highways, signs made with 
“Scotchlite” Reflective Sheeting put on a glorious 
display of color without distraction of any kind. 
Trees, buildings, ordinary signs fade into the 
darkness to provide a backdrop for the center- 
of-the-stage performance these sparkling signs 
put on every night, all night long. 

No costly illumination or maintenance is re- 





capt : “SCOTCHLITE” 
TE Reflective Sheeting 


quired—car headlights alone make these signs 
leap into deep, vivid color. Motorists begin 
watching these brilliant displays as far as half a 
mile away! 

Want more details about the “SIGN OF 
SUCCESS”? Just get in touch with your local 
sign plant, or write us direct at Dept. NG 61, 
Minnesota Mining & Mfg. Co., St. Paul 6, Minn. 





Cost Per Month $10 $13 


The 


ScoTCHLITE 





18 hours 
(6 A.M.—Midnight) 


12 hours 


Visibility (6 A.M.—6 P.M.) 


24 hours 
(6 AM.—6 A.M.) 


SIGN of 


FLECTIVE 





Exposed Circulation 


Per Month 137,500 


196,500 





213,500 


Td d 335 


SHEETING 





Cost Per M 7¢ 10g 6¢ 


THE SUCCESSFUL MEDIUM used by successful busi- 





—$—$ $$ $$ $$ $__$__$_ 


| “THE SIGN OF SUCCESS" gives you the largest number of lookers over 


the longest period of time at the lowest cost per looker. 


nesses in all parts of the country. 
Made in U.S.A. by MINNESULrA MINING & MFG. CO., St 


Paul 6, Minn., also makers of “Scotch” Brand Pressure-sensitive 
Tapes, ““Scotch’’ Sound Recording Tape, *‘Underseal”’ Rubberized 








GREATER IMPACT at lower cost 
SUCCESS” is winning new friends all the time. 


that’s the reason the “SIGN OF “3M 


Coating, “Safety-Walk” Non-slip Surfacing, “3M Abrasives 
Adhesives. General Export: Minn. Mining & Mfg. Co 
International Division, 270 Park Avenue, New York 17, N. Y. 











Preferred Everywhere 


Colorful night and day... 
and inexpensive, too! 


Roadside signs, place-of-purchase bulletins, 
overhead signs, wall signs can now be reflector- 
ized in full color at a fraction of former cost, 
thanks to a simple new system. Transparent 
colors are painted or silk screened on an over- 
all background of silver “‘Scotchlite” Flat-Top 
Reflective Sheeting. These new colors look opaque 
by day. At night they reflect headlight beams 


HERE ARE A FEW of the familiar trademarks that blaze on the nation’s 
highways every night, reproduced in their true colors with “‘Scotchlite 
Sheeting and transparent colors. 


in deep, vivid color . . . put on a sales-building 
show for every motorist on the road. 

Call your local sign plant for full details about 
this new low-cost way to produce colorful reflect- 
ing signs, or we’ll be glad to give you the whole 
interesting story direct. Write Dept. NG 61, 
Minnesota Mining & Mfg. Co., St. Paul 6, 
Minnesota, and we’ll rush you complete details. 


ScoTcHLITE 


REFLECTIVE 
SHEETING 


SIGN of 
SUCCESS 


USED IN ALL 48 STATES on traffic signs, advertising 


and buses, railroad cars and Diesels, 


displ: 
grade crossing warnings. 


Made in U.S.A. by MINNESOTA MINING & MFG. CO 
Paul 6, Minn., also makers « 
Scotch ig Tape, **Underse 

Non-slip Surfacing 
es. General Export: Minn. Mining & 
International Division, 270 Park Avenue, New York 17 








‘Scotch’ Brand Pressure-sensitive 





Aiming at meeting the 


General Debuts New market for a simple low- 
Vendor cost coin cooler, the Gen- 

eral Vending Machine 
Corp. (Chicago) has added a new selective machine 
to its line. Known as the “Oasis”, this manually- 
operated rack-type vendor dispenses up to 5 flavors 
and vends 45 bottles, storing 25 more in a pre-cool 
compartment. Designed for the medium and small- 
sized location, the machine fits into a compact 4% 
sq. ft. of floor space, and can be spotted in a confined 
area, as all loading is accomplished via the top of the 
cabinet. Terry Terhune, the firm’s general manager, 
also reports that, in lieu of a complex slug rejector, 
a slide-type coin unit is utilized. The operation of 
this mechanism performs the entire vending cycle 
once the patron has made his selection, as there is 
only one moving connecting link in the simplified dis- 
pensing system. Incorporating a “Chieftan” refrig- 
eration unit, the “Oasis” can be geared to operate at 
5, 6, 7, 8, or 10 cent price levels, and the vendor will 


be available in the 5 standard cabinet colors. 


A recent statement by Dr. 
Frank P. Graham, defense 
manpower administrator of 
the U. S. Dept. of Labor, 


that there will be a heavy shift of workers to defense 


Defense Industry Impact 


production this fall, highlights the added importance 
of factory sites as vendor locales. With a goal of 8,- 
000,000 workers set by mobilization director Charles 
E. Wilson, Dr. Graham reported that some 3,300,000 
persons are already engaged in defense production, 
with 5,200,000 still needed. A considerable number 
of women workers are expected to fill this gap, and 
their arrival in defense plants will probably be re- 
flected in an increased demand for flavors. Since some 
of this necessary labor will also be attracted from 
non-defense factories, bottlers would do well to keep 
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VENDOR AND COOLER NEWS 


© PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 
costs 
SERVICING 


NEW MODELS 


an eye on local industrial activity, as they may find it 
necessary to re-locate vending equipment in new sites 
in order to keep pace with shifts in the local and na- 
tional production picture. 


Miniature models of cool- 
TV Merchandises 
Miniatures 


ers, which are finished in 
parent company colors, car- 
rying a trademark and 
sales message and even incorporating a music box 
movement that plays a theme, have proved to be a 
good promotional medium for a number of bottlers. 
While several plants have tied-in with radio give-away 
programs to use these gadgets as prizes, the Coca- 
Cola Bottling Co. of Cleveland, Ohio, is making effec- 


YOUNGSTERS SAVOR FLAVORS 


With a hefty proportion of the audience at many a 
movie house made up of youngsters, cup vendors in 
such cinemas cater to the junior palate preferences in 
thirst-quenchers. Beverage bill-of-fare on this 3-drink 
Colespa (Chicago) in Jersey City. N. J. Stanley The- 
atre includes Canada Dry Orange and Castle Cherry 
along with Coca-Cola. 

















OUTDOOR OUTLET 

Warm weather brings 
the public to out-of-doors 
amusement sites, and 
strategically-spotted 


vendors can follow the 
thirsty crowds to score 
impulse sales. Brightly- 
colored canopy is an 
eye-catcher, also  pro- 
tects machines from 
summer showers. 





tive use of its own television show to sell the minia- 
tures. This firm sponsors a daily afternoon TV pro- 
gram, directed primarily at a teen-age audience, and 
the music-box coolers are now being plugged regularly 
once or twice a week. Viewers who wish to buy the 
units are told to call the plant, and the miniature is 





then delivered by a route salesman to a neighborhood 
dealer designated by the purchaser. This system not 
only insures safe delivery, but eliminates postal costs, 
and the customer purchases the cooler from his dealer 
at a fixed price. Says Warren Kluth, sales promotion 
manager for Cleveland Coca-Cola: “This has been 
most pleasing to us. Besides developing dealer good- 
will, it has been a unit of advertising which has been 
self-liquidating as well as a constant reminder of our 
product in the home, which, as we all know, is a most 
difficult and advantageous spot to reach.” Having 
already sold an impressive number of these miniature 
coolers via television, this bottler rates the promotion 
as one of the finest good-will boosters he ever used. 


It’s selective bottle vending 
for the General Beverage 
Co. of Kent, Ohio, which 
uses multi-brand units to 
dispense its line of Grapette, Nesbitt’s, and Mason’s 


Six Cent Sale 


Root Beer. Selling all its Ideal (Bloomington, Ill.) 
units outright to locations, bottler R. E. Sprague 
categorizes industrial outlets as his primary automatic 
merchandising sites. In line with the wholesale price 


level for General Beverage’s products, all coin coolers 
SOME GOOD TERRITORY are geared to 6-cent operation. 
STILL AVAILABLE 


Trade circles long ago 


B-| BEVERAGE COMPANY Sit rte te se one 


of movie programs that pull 


4000 LINDELL BOULEVARD patrons to the _ boxoffice 


will stimulate drink vendor volume, and “kiddie 


ST. LOUIS 8, MISSOURI shows” rank high on this list. When the Stanley 


Theatre in Jersey City, N. J., recently ran a special 


morning performance for “Porky Pig’s Birthday”, 
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over 5,000 children and adults attended an elaborate 
program that included the distribution of 200 Porky 
Pig wrist watches to the youngsters as prizes. Man- 
ager Robert R. Deitch reports that a ColeSpa 3-flavor 
600-cup vendor, which had been loaded prior to 8 A.M., 
when the theatre opened its doors, was “sold out” in a 
little over an hour—as the house had practically filled 
before the 9:30 A.M. start of the show. The machine 
was promptly re-stocked with cups and went on to 
register a top tally for the morning, rated by Mr. 
Deitch as “the greatest children’s show that I can 
remember in over 20 years of theatre management.” 
In use at the Stanley since August 1949, the ColeSpa 
features cola, orange, and cherry selections, with the 
fruit flavors prime kiddie favorites. 


A number of southeastern 
Nehi bottlers recently had 
their 
sporting a badge which 
carried the words “ASK YOU” in large red letters. 
Gimmick was the stimulant in a contest designed to 
arouse the dealer’s curiosity, get him to ask what 
the badge was for, and thus give the driver-salesman 


Curiosity Sells Nehi 


Coolers driver - salesmen 


a chance to ask him any one of a series of questions 
that might be appropriate to the particular outlet 
and all designed to promote Nehi volume. Typical 
query to open a sales approach: “Why not purchase a 
big attractive RC cooler today?” Prizes were awarded 
to the men who marketed the most equipment during 
the contest period. 


A recent article in “Tide”, 
advertising trade paper, 
titled “Pepsi’s New Ap- 
proach” points up that com- 
pany’s emphasis on automatic merchandising as a 


Pepsi Vendor Push 


sales tool. As cases in point, it cites Pepsi-Cola plants 
in New Brunswick, N. J., where 75 vendors were sold 
in 6 weeks and salesmen were paid an extra $15 bonus 
for every ten vendors or coolers sold; Alexandria, 
Va., which added 600 coin coolers over a two-year 
period; and New Orleans, La., which spotted 500 
machines. According to this report: “Pepsi is invest- 
ing huge sums in machines, each one capable of paying 
for itself in 3 years.” 


Featuring an automatic 
merchandising policy that 
takes its cue from the 
plant’s name, Variety Club 
Beverages of Toledo, O., is utilizing selective coin 
coolers to vend a varied line. Using Ideal (Blooming- 
ton, Ill.) machines, this firm dispenses its own Va- 
riety Club flavors as well as Hires Root Beer. Treas- 
urer Aaron R. Liebenthal reports that the firm does 
not place any equipment on a rental basis, preferring 
a pattern of outright sale of vendors to the individual 
locations on a time-payment plan. With Toledo a major 


Variety for Variety Club 
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This month, we’re mighty proud to welcome 
these important bottlers to our constantly 
expanding FROSTIE FAMILY! 


FROSTIE BOTTLING CO. 
514 N. Ninth St. 
Birmingham, Ala. 

FROSTIE BOTTLING CO. 
(Also Banko Beverages) 

421 Atlantic St. 

Bethlehem, Pa. 

FROSTIE BOTTLING CO. 
Augusta, Georgia 


FROSTIE BOTTLING CO. 
(Also Kist Bottling Co.) 


Greenwood, S. C. 
aaa 


No need to take our word for it .. . ask any holder 
of an exclusive Frostie Franchise whether or not he’s 
got hold of a good thing. New or old member of the 
Frostie Family, you'll find he’s not only satisfied . . . 
he’s downright enthusiastic! For Frostie speedily 
builds and holds volume, new outlets 

open up like a string of firecrackers as 

soon as it hits the streets. Reason 

why? Simple . . . Frostie packs more 

satisfying, full-bodied flavor into 12 

ounces than any other soft drink, bar 

none. By all means .. . get the facts 

FAST ... your territory may still be 

open to the first profit-minded bottler 

who acts! 
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industrial community, Variety Club has found indus- 
trial sites an A-1 vending outlet, while gas stations 
also generate good coin cooler volume. 


Writing in “Hires To You” 
parent company house or- 
gan, National Account 
Sales Manager C. D. Clarke 
marshalls some interesting facts and figures to spot- 
light the cinema soft drink picture. He points out 
that there is a definite trend away from the nickel 
drink in motion picture houses, with more than 55° 


Hires & Movie Market 


of the theatres handling beverages selling them for 
more than 5 cents, while 48°; get 10 cents or more. 
Mr. Clarke also finds a movie marketing pattern cen- 
tering around three types of thirst-quenchers: root 
beer, cola, and a fruit drink, usually orange. Observing 
that there is still room for intensified sales work by 
the beverage industry in the theatre field, he notes 
that approximately one-fourth of the houses (primarily 
non-circuit) are “Still to be convinced that they need 
beverages in their operations.” Mr. Clarke also ad- 
vances the opinion that theatres could increase their 
drink business by more aggressive merchandising, 
maintaining that “product identification in the form 
of dispensing equipment recognized by customers will 
sell more drinks’. He suggests that radio or news- 
paper ads by theatres might also make mention of 


MORE 
PEOPLE 
BUY 


when given 
a choice .... 


xX Analysis Proves... 


selection of beverage 
flavors displayed in full 
view, to satisfy various 
thirst appetites, greatly 
increases traffic (as 
compared to ‘‘one- 
drink’’ machines) to 
point of sale. 


Selective VENDERS 
Provide the Choice 
AND BOOST SALES.... 


IDEAL venders get added traffic. They offer a choice of up to Ls flavors 
easily chosen attractively displayed appetizingly “dry-cold clean 
Simple only one moving part “Package Type refrigeration system 
seldom requires attention. New * *Manualmatic™ Coin Unit.—No handles 
or levers to operate. Write now for “Increased Profit’ information. Dept. 115 


IDEAL DISPENSER of o FS 


SEO OMInNGtTEON, L421 Gas 


the refreshment facilities available in the cinema for 
the patrons’ convenience. Concludes Mr. Clarke: “Car- 
bonated beverages are definitely here to stay in the 
theatres.” 


With several of his selec- 
Barq’s Tops With tive bottle vendors oper- 
Selectives ating alongside of rival 

single-brand coin coolers in 
El Dorado, Ark. locations, bottler Thomas C. Shipp of 
Barq’s Beverage Co. claims a competitive edge, as his 
multi-drinkers register “at least 50 to 60°,” of the 
total soft drink sales in such stops. Barg’s Beverage 
finds factories and schools, which rent the coin coolers 
at 15¢ per case, to be among its top vending locales. 
Employing nickel mechanisms, the selective machines 
dispense the entire Barq’s line. 


* 


Out in Denver, Colo., the 
Pepsi-Cola Bottling Co., al- 
ready using a large number 
of vendors, 


Coolers Complete 
Coverage 

has embarked 
on a large-scale placement of manual coolers to insure 
complete coverage of all types of outlets in the ter- 
ritory. Bottler Jim Gooding states that he’s using 
Artkraft (Lima, O.) electric units exclusively for this 
purpose. Both the 6 and 22-case coolers are utilized, 
and when they’re spotted in sites where bottles can 
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POWERFUL 
ULTRA-VIOLET RAY 


°.\ STERILIZER 


Cut-away view shows location 
one of the high-intensity G. E 
VIARCS in its quartz tube. 








. 
om + 











The AquaMatic UV Sterilizer gives that final finishing 
touch which is the ultimate in producing perfect bever- 
age water. Its mercury vapor lamps provide a high ger- 
micidal killing power without imparting any tastes or 
odors to the water. The unit operates efficiently and de- 
pendably, and requires minimum upkeep. For full de- 
scription, write for “Final Sterilizing of Beverage Waters”. 
For Better Water Use The “gua Matic Line 
: Details on the complete line of AquaMatic 

products are covered in the 20-page catalog 


‘Water Treating Equip ment’’. Write us for 
a copy. or ask your Liquid’ representative. 


AUTOMATIC Pum ssortenzr 


CORPORATION 
2412 GRANT AVENUE, ROCKFORD, ILLINOIS 


\quaMat Product are Distributed by The Liquid Carbonic Corp., Chicago 
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be corded, their capacity jumps to 9 and 22 cases re- 
spectively. Better than 100 Artkrafts have been sold 
to locations by this plant, either for cash or on a 
time-payment plan. Bottler Gooding notes that the 
Pepsi-Cola insignia, embossed on the drinkboxes, has 
proved to be a good form of advertising, both as a 
point-of-purchase sales stimulant and as a tie-in with 
the firm’s overall ad drive to impress its product name 
in the consciousness of the Denver buying public. 


* * 


Staging a market drive in 
10c Vend. 40c Rental the wake of its recent plant 
expansion, the Western 
Bottling Co. of Seattle, 
Wash. has added some two dozen Ideal (Bloomington, 
Ill.) selective coin coolers to its vending route as a 


means of building more “plus” sales. Vending the 
Pepsi-Cola and Mission brands, all machines have 
been geared to dime operation, and they are rented 
to the outlets at a 40 cents per case rate. Bottler Otto 
Garcea told the “Cooler Corner” that this equipment 
has been placed in industrial sites and gas stations, 
since machines in such stops are not only good volume 
producers but have proven valuable as an advertising 
medium to spearhead the plant’s brand names and 
build subsequent take-home sales. Western Bottling 
also operates a route of cup machines, and Mr. Garcea 
explains that the plant’s choice of a bottle or bulk 





OFFICE “OASIS” 


Employees at the Fogel 
Refrigerator Co. in Phila- 
delphia find General 
Vending Machine 
Corp.'s (Chicago) new 
“Oasis” model a handy 
source for thirst-quench- 
ers. Compact 3-case 
machine vends 5 flavors. 





vendor for placement in a particular location is de- 
termined primarily by the outlet’s traffic and potential 
patronage, with cup vendors primarily servicing the 
larger outlets. : 


While factory sites are gen- 
Opens Gullsts erally ranked among the top 

volume locales for coin cool- 
ers, there are many terri- 
tories where industrial activity is virtually nil and 
other types of sites must be uncovered. In Reno, Nev., 
for example, the Chism Ice Cream Co., which bottles a 





FRUIT FLAVORS 


| THAT MEAN BUSINESS FOR YOU! 





Salient’s fruit flavors give 
you the “sales wallop” 
you want for greater busi- 
ness. 

Why? Because 


made from real fresh 


they’re 
fruits; because they’re 
richer . . . finer and 
fruitier with more flavor 
to give! 


Don’t miss out... get 
more information — by 
writing. Request a_ trial 


Nifty Black Raspberry 


Nifty Pineapple | Nifty Black Cherry 
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SALIENT 


FLAVORING CORP. 
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A 4 oz. product made 
from real, fresh berries. 


45 Suffolk Street. N. Y. 2 


A 1-16 concentrate A 4 oz. product made 
complete with color and from real, fresh cher- 
preservative. Comes ries. 

ready to bottle. 


® Crowns available 


© Bottied under your own 
name is desired 


© Advertising available 








line of 7-Up, Hires, and Mission Orange, has spotted 
its automatic merchandisers in gas stations, schools, 
and public buildings, which all produce good volume. 
This firm utilizes American (Los Angeles) and Ideal 
(Bloomington, Ill.) machines, geared to nickel opera- 
tion, and it is now selling equipment outright to loca- 
tions. Manager J. T. Walther reports that in those 
outlets where Chism’s multiple-selection machines oper- 
ate side-by-side with rival single-brand units, its ven- 
dors average from 40 to 50° of the total soft drink 


volume registered in the site 


Though there have been oc- 
Welch to Lease Cup 
Vendors 


casional rumors of parent 
company rental plans for 
the operation of cup ven- 
dors as a means of stimulating sirup sales, first con- 
crete use of such a program is currently being made 
in the frozen fruit juice field by the Welch Grape 
Juice Co., which is producing a run of 500 machines 
of its own design. These 2-flavor, 600-cup units, which 
dispense grape and apple juice drinks, are slated to 
be leased initially to a selected group of Eastern 
operators for 5 years, with Welch collecting $22 a 
month rent per vendor. At the end of this period, 
Welch may elect to either sell the units outright to the 
operators, or continue the rental arrangement, pre- 
sumably at a much lower rate. This leasing program 
insures that Welch products will be used exclusively 


ti YOU CAN FIND ONE BETTER... 
SHIP OURS BACK! 


SPARK-OLA z.i't::. 














40 years of testing and experimenting have been devoted 
to make SPARK-OLA Base perfect. That's why we say— 
If you can find a better cola base, ship ours back’’. 


One gallon of SPARK-OLA costs you $8.00. With 90 
Ibs. of sugar and 8 gallons of water, you get 16 gallons of 
bottling syrup, enough to make 81 cases (24 6-oz. bottles). 


We recommend 3!/2° volume carbonation—we guarantee 
that you'll have a cola drink that will not precipitate, ferment 
or develop any off-taste 


If you want convincing—we'll send you an 8-oz. bottle of 
bottling syrup free, so you can sell yourself on the taste and 
quality of SPARK-OLA 


We also manufacture a new beverage 
base named “TEE-BERY", which makes a most 
delicious, amber-colored drink to boost your 
Spring and Summer business. Same concentra- 
tion and price as our cola. 


Write for Samples of SPARK-OLA and TEE-BERY. 


GREGG LOEPPER MFG. COMPANY 


4619 Clinton Hy, N.W. Knoxville, Tenn. 


in the machines, and the contract is subject to a mutual 
60-day cancellation clause. Operators are obliged to 
post an initial payment of $88 per machine to cover 
the first and last two months rent on each cup vendor. 


Cole Products Corp. (Chi- 
Cole’s Eastern cago), cup machine and 
Expansion coin changer manufacturer, 
has tripled its New York 
City office space in a move to larger quarters at 11 W. 
42nd St., where a complete service and parts depot 
has been added to this regional sales division. Murray 
H. Nekris, former president of the Multi-Sales Corp., 
has been named Divisional Sales Manager, and will 
cover New York, New Jersey, and Eastern Pa. Cole 
continues to maintain a district sales office in Phila- 
delphia. 


A new film has been pro- 
Pepsi Maken Blevie duced by Pepsi-Cola to aid 

its bottlers in training 

their driver-salesmen in the 
operational why-and-how of using coolers and vendors 
as sales tools. Subjects considered in this short include 
such topics as the need for keeping the drinkbox 
stocked; the requirement of clean and inviting equip- 
ment to attract and hold patronage; the selection of an 
outlet and the physical placement of a machine within 


5 Case Beverage Truck 


WITH 10°° PNEUMATIC TIRES 


Easy Operation 
Avoids Spillage 
And Breakage 


@ SAVES TIME—Free-rolling 
wheels mounted on ball or 
roller bearings speed - up 
operation, cut down hand- 
ling time. 


@ SAVES MONEY — Top 
quality 10° General Tires 
mean easy going over 
curbs, stairs, bumps, etc., 
help avoid costly spillage 
and breakage 


@ LASTS LONGER — Tough 
tubular steel and all-welded 
construction take rough 
treatment, mean years and 
yeors of extra service 


ORDER TODAY FOR EARLY 
DELIVERY! 


CM HE, HEL. 


YYW) 


MODEL 79 


MOELLENBROCK & WILKE 


DEPT. S-3, WASHINGTON, MISSOURI 
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the location itself; and the problem of picking the 
right-sized model to do a proper merchandising job 
for a specific site. Film runs about 15 minutes, and 
it’s currently being shipped to Pepsi-Cola bottlers 


around the country. 


Since bottlers have sold a 
Maintenance Means large number of coolers and 
Profit vendors outright to loca- 

tions which handle their 
own minor servicing problems, it’s important that 
such sites follow a proper program of preventative 
maintenance to insure that the equipment continually 
attracts patrons and functions to build sales. First of 
the manufacturers to turn out a leaflet of maintenance 
suggestions designed specifically for the location is the 
Westinghouse Electric Corp. (Springfield, Mass.) 
which produces equipment for Coca-Cola bottlers. 
Using a step-by-step picture technique, the leaflet’s 
theme is set by this advice to the location: “Your 
cooler for Coca-Cola is built from materials which are 
always very critical because of their importance in our 
national life. By a few simple precautionary measures 
you can make this cooler last immeasurably longer and 
insure constant profitable operation of thé cooler, un- 


marred by service headaches. 


With a background of 34 
Keeps In Step; Ups years in the soft drink in- 
Volume dustry, G. Tuer, owner of 
the Dr. Pepper Bottling Co. 
in Liberty, Tex. has kept pace with changing market- 
ing techniques to achieve a thorough brand distribu- 
tion throughout his territory. Commenting on vending, 
bottler Tuer finds it a good means of building volume, 
and he notes that automatic merchandising is neces- 
sary to meet competition and “stay in the race.” Fea- 
turing Dr. Pepper as its sole coin cooler product, this 
plant has centered a placement program in the single- 
flavor SelectiVend (Kansas City) 2 and 4 case models, 
though it has also found it necessary to use some se- 
lective Ideal (Bloomington, Ill.) units to meet the spe- 
cialized needs of certain locales. For example, while 
Mr. Tuer has managed to cover most of the educational 
sites in this region with single-drinkers, he has had 
to spot multi-brand vendors in negro schools (where 
flavors are in demand) to open the outlets for Dr. 
Pepper distribution. All machines are pegged to the 
nickel price level, and, while some have been sold out- 
right to the stops, a number are on rental at 10 cents 
per case. The company’s major competitor also utilizes 
single-drink coin coolers, and bottler Tuer reports that, 
where the rival machines operate side-by-side, Dr. 
Pepper volume is generally ‘almost equal’ to that of 
its competition, and “better” in many spots. 
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S.«§. Propvwcrts, INc. 


LIMA, OHIO city STATE 
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EVERAGE 
OOLERS 


MAIL THIS COUPON NOW! 


Gentlemen: 


t 
i Without obligation, please send catalog and prices on QuiKold 
i beverage coolers to: 

i] 


NAME 





ADDRESS 
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more flavorful soft drinks... 
make them with CERELOSE 


BOTTLERS know that more flavor 
comes through when CERELOSE is 
used in the syrup blending. CERELOSE 
is dextrose...a natural sugar found 
in mature, well-ripened fruits. 

For uniform quality corn syrup 
specify PURITOSE. 


Full technical service, no obligation 


CORN PRODUCTS REFINING COMPANY 
17 Battery Place, New York 4, N.Y. 


Cerelose and Puritose ore registered trade-morks of 
Corn Products Refining Company, 
New York, N.Y. 


BRAND 


dextrose 


"CERELOSE 


PURITOSE 


BRAND 


‘ec CORN SYRUP 
AT L 


‘wth 
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Where 
Rio de la Plata 
* joins 
fee the broad 
vy? Atlantic 


Good neighbors of a 
hemisphere share a 
pleasant custom in 
Montevideo where Uru- 
guayans enjoy “la pausa 
que refresca”’ with ice- 
cold Coca-Cola from one 
of the new world’s newer 
bottling plants. In the 
republic on the Rio de la 
Plata—as in so many 
places around the globe 

Coca-Cola has be- 
come part of the na- 
tional scene, brightening 
every busy day with 
sparkling moments— 
just as it does for millions 
here at home. 








Does your beverage 
feel neelectedé 


There she sits, poor girl. Cooling her heels in a corner of the 
cooler, while bevies of other beverages are “stepping out”— 
and out-stepping her. Little does she dream that alkalinity and 
turbidity are robbing her of her usual zest and verve. 


PERMUTIT-TREATED WATER 
WILL BOOST THE POPULARITY 
OF YOUR DRINK! 





Don’t let hardness, turbidity, alkalinity, color, odor, or taste 
in your beverage water rob you of steady customers and repeat 
sales. 

The Permutit 3-zone Precipitator sterilizes water, removes 
organic matter, and lowers alkalinity—all in one swift opera- 


tion. All internal mechanisms of this compact unit are factory- 


installed to save time and money. 

A Permutit Neutralite Filter polishes the water, and passes 
it on to the Carbo-Dur Purifier, which removes unpleasant taste 
and odor. 

New design of this equipment gives easier 
maintenance, greater compactness. 











Write for full details to The Permutit Company, 
Dept. NB-6, 330 West 42nd Street, New York 18, 
N. Y., or to Permutit Company of Canada, Ltd., 


6975 Jeanne Mance Street, Montreal. 


~— 








National Bottlers’ Gazette 





THE FLAVOR FAVORITE 
OF MILLIONS 
FOR OVER 30 YEARS 


, 7] ul 
Hien ” (aI 
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It will pay you to investigate NuGrape 
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J0b-Ralhd' TRUCKS DO THE MOST FOR YOU 


60 





No need to tell you that you need an easy-to-handle truck 
that will give you low-cost service day in and day out. 


That means a Dodge ‘‘-Job-Rated”’ truck—factory-engineered 
for multiple-stop bottle deliveries. 


Thanks to new worm-and-roller steering gears on most 
models and new shorter turning diameters— plus such proved 
advantages as shorter wheelbases, cross-steering and wide 
front tread—Dodge ‘Job-Rated’’ trucks are far easier to 
handle in traffic and maneuver in tight places. In addition, 
engines are “Job-Rated’’ for up to 20°% greater power. 


New Dodge trucks are “Job-Rated’’ to give you greater 
dependability. Two of the many reasons are new moisture- 
proof ignition and new high-torque capacity starting motor— 
both designed for dependable bad-weather starting. 


You owe it to yourself to see the new Dodge ‘‘Job-Rated” 
trucks. Visit your nearby Dodge dealer soon! 


How Dodge trucks are “Job-Rated”’ 
for the bottling industry 


A Dodge "Job-Rated” truck is engineered 
at the factory to fit a specific job... 
save you money . . . last longer. 


Every unit from engine to rear axle is 
“Job-Rated” — factory-engineered to haul 
a specific load over the roads you travel 
and at the speeds you require. 


Every unit that SUPPORTS the load — 
frame, axles, springs, wheels, tires, and 
others—is engineered right to provide the 
strength and capacity needed. 


Every unit that MOVES the load—engine, 
clutch, transmission, propeller shaft, rear 
axle, and others—is engineered right to 
meet a particular operating condition. ¢ 
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Fighting Attacks .. . With Facts! 


Doctors, dentists, teachers and others occupying positions of re- 
spect and influence must be sold on the real values of soft drinks. 


by EDWARD WAGNER, 
W. T. Wagner's Sons Co. 
Cincinnati, Ohio 


ES scn of us has a different idea of 
how “our public” looks and acts; 
how it must be treated. And each 
mental picture is probably correct. 
For the individual bottler, ‘our 
public” may consist of a couple of 
hundred dealers, and a few thou- 
sand consumers. The public rela- 
tions problem of such a bottler can 
be solved by knowing his market, 
intimately and personally. 

The larger the bottler the larger 
his public, and the more varied his 
problems of leaving with his “pub- 
lic” a favorable impression. For the 
soft drink industry as a whole, “our 
public” is the entire population of 
the United States—150-million 
men, women and children of all 
ages in all walks of life. To con- 
vince that public of the wholesome 
goodness of carbonated beverages, 
6500 bottlers and 250-or-so affiliated 
companies invest approximately 70- 
million dollars a year in advertis- 
ing. 

In general, the soft drink indus- 
try has been strikingly successful 
in winning public acceptance. In 
1930—two decades ago—‘‘our pub- 
lic’ was consuming 49 bottles of 
soft drinks per capita. In 1950 
according to preliminary estimates 

the per capita figure was approxi- 
mately 160. Think of it, a gain of 
some 325 in 20 years. 

Yet despite this gain, despite an 
annual investment of some 70-mil- 
lion dollars in consumer publicity, 
certain segments of our public re- 
main completely unconvinced. 

At this point A.B.C.B. takes a 
second look at “our public”. Besides 
seeing the 150 million consumers 
who are “sold” to the extent of 160 
bottles per capita, A.B.C.B. also 
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sees a “public” only a fraction of 
that size. That particular public is 
the one not impressed by the 70- 
million-dollar advertising barrage 
beamed to consumers. That “public” 

a closely-knit unit of a few hun- 
dred thousand opinion molders—in- 
cludes altogether too many doctors, 
dentists, dieticians, nutritionists, 
school teachers and other profes- 
sional people. Occupying positions 
of varying degrees of prestige and 
authority, molders 
hold the respect and confidence of 
“publics” which are both theirs and 
ours. All too often, a negative word 


these opinion 


from a respected opinion molder can 
counteract the effects of long and 
costly efforts to win a_ public 
through publicity, advertising, per- 
sonal service, and high quality prod- 
ucts. 

If the public represented by opin- 
ion-molding groups cannot be 
reached by the industry’s huge an- 
nual investment in consumer pub- 


licity, just what can be used ? 


The answer is a simple, five-letter 
word ... FACTS! 

At first glance it does not seem 
that finding facts should be difficult. 
But perhaps it is not so simple, 
after all. 

For example, the world actually 
was round for millions of years 
before Columbus. Yet the wisest 
men of the day believed it to be flat. 
They were completely honest in 
their convictions. They simply 
didn’t know the truth. So their con- 
clusions were all wrong. 

The same thing applies today, 
we believe, to many of the theories 
about tooth decay. There is evidence 
that many so-called authorities be- 
lieve implicity that the dental world 
is flat instead of round. Yet the 
public is accepting their conclusions 
as FACT! 

At school today, for example, in 
many parts of the country, teachers 
will call classes to order, turn on 
phonographs, and your customers 
and mine will hear prominent radio 


A.B.C.B.’s current public relations program. aimed at debunking 
misconceptions about the wholesomeness of soft drinks, is helping 


to further public acceptance of this industry's products . . 
. in schools... 


homes ... in factories . . 


- in the 
and in hospitals. 














and movie stars advise against the their purpose is to divert the con- 
use of soft drinks and other sugar- sumer from the consumption of 
containing products. sugar-containing foods and drinks, 
I refer to current efforts of the but in addition it would appear that 
dental profession’s organizations, they are sponsoring other and com- 
especially the American Dental As- peting products. 
sociation and the Southern Cali- The principal efforts of the or- 
fornia State Dental Association and ganized dental groups have been 
other state groups in that field. against refined sugar, as distin- 
I am sure you are familiar with guished from the natural sugars 
the activities by those organiza- such as honey and the sugars which 
tions. Included are_ interviews, are a natural part of fruits, whether 
printed publications and circulars, dried or juiced. In fact, they have 
and phonograph records. Of course, gone so far as to tell the consumer 


job ahead 


PEAK-SEASON SALES 
OF CARTONED DRINKS 


GROW BIGGER THAN EVER 
when you put 


QUALITY 


FRONTIER 
DISPLAY RACKS 
TO WORK FOR YOU! 





FRONTIER RACKS STIMULATE THE URGE TO BUY. 


ORDER YOURS TODAY WHILE DELIVERY CAN BE CERTAIN 
* 


SHOWN ABOVE IS FRONTIER 
RACK #326 UNIVERSAL 36 
JUST ONE OF THE MANY DIF 


FERENT DESIGNS FROM THE 
FAMOUS FRONTIER LINE MANUFACTURING COMPANY 


~ DALLAS « TEXAS - 


WRITE FOR CATALOG TODAY! 


not to consume products contain- 
ing refined sugar, but to eat dried 
fruits and drink fruit juices, such 
as orange juice. As if those products 
did not themselves contain sugar! 
Searching for facts, A.B.C.B. 
asked two organizations to do some 
investigating. “How long’, we won- 
dered, “do traces of sugar remain 
in the saliva after we drink a soft 
drink? After orange juice? After 
eating crackers, ice cream, candy?” 
Results of the first conclusion 
are reported in an ad, “Bottled 
Carbonated Beverages Rated Non- 
Cariogenic” which appeared in the 
Journal of the American Medical 
Association, Oral Hygiene, and 
Dental Survey. The ad summarizes 
conclusions from an article entitled 
“Sugar in the Saliva after Ingestion 
of Carbohydrate Substances”. The 
article appeared first in the Decem- 
ber, 1949 issue of Dental Survey, 
over the signatures of Dr. Howard 
W. Haggard and Dr. Leon A. Green- 
berg, both of Yale University. 
This research contains several 
significant statements. Here is one: 
“The permanent elimination of 
carbohydrate from the diet is, as 
a practical matter, impossible. Vir- 
tually all carbohydrate food sub- 
stances produce sugar in the mouth 
by hydrolysis, and the micro-organ- 
isms make no distinction with re- 
gard to the source of the sugar.” 
In other words, the micro-organ- 
isms which are presumed to cause 
teeth to decay are not smart enough 
to choose the refined sugars and 
reject the natural sugars. 
Another significant statement: 
“If it is to be assumed that sugar 
has a harmful effect on the teeth, 
the most reasonable way to curtail 
this effect is to minimize the time 
during which sugar is present in the 
mouth.This can best be accomplished 
by: avoiding carbohydrate-contain- 
ing materials which remain in the 
mouth or on the teeth over a long 
period of time and by thoroughly 
washing the teeth and mouth after 
eating such materials. Other than 
this, the data presented here offer 
no striking choice as to which of the 
food stuffs it is best to avoid. It 
certainly appears without rational 
basis to avoid, particularly, sweet- 
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ened beverages whose dissolved car- 
bohydrate is spontaneously washed 
away and rapidly disappears from 
the mouth.” 

To back up its conclusions, the 
article shows charts and graphs in- 
dicating how long traces of sugar 
remained in the mouth after par- 
taking of soft drinks, 
orange 


ice cream, 
juice, crackers, ice cream 
and caramel. 

The A.B.C.B. Research and Pub- 
lic Relations Committee regarded 
the foregoing conclusions as so sig- 
nificant, that a check of the original 
work was arranged. The second pro- 
ject was conducted by Dr. Linn J. 
Boyd and Dr. Francis D. Speer, of 
the Departments of Medicine and 
Clinical Pathology, New York Medi- 
cal College, Flower and Fifth Ave- 
nue Hospitals. 

Results of the work by Drs. Boyd 
and Speer were reported in the De- 
cember 1950 issue of the Bulletin 
of the New York Medical College, 
and reprints may be secured from 
A.B.C.B. The work was also pub- 
licized in Dental Survey magazine 
through this 
the signature of 


advertisement over 
A.B.C.B. 
summarized as 


Con- 
clusions may be 
follows: 

“This study,” concludes the au- 
thors, “offers no evidence that 
enough sugar persists in the mouth 
for sufficient lengths of time to 


allow acid formation in amounts 








NOW SHOWING 


This attractive Double-Cola dis- 
play currently is “being shown” 
by Double-Cola bottlers through- 
out the country. New seasonal 
displays are supplied Double- 
Cola plants every three months. 


adequate to act harmfully upon the 
surface of the tooth, regardless of 
whether the substance ingested was 
sweetened carbonated beverage, 
fresh orange juice, figs, or other 
test substances.” 

The foregoing studies make im- 
portant contributions to dental re- 
ferences. Every bottler should have 
copies in his files, for use in refuting 
of the claims of those who 
contend that soft drinks are a cause 


some 


The studies may 
not turn the tide of criticism, but 


of dental caries. 


they do offer convincing evidence 
that the very low sugar content of 
soft drinks disappears far more 
quickly than is the case with many 
sugar - containing products. 

You will be interested, I believe, 
in knowing that some dentists are 
beginning to be rather doubtful of 
the role of sugar in the caries pic- 
ture. Instead, they say, the trouble 
is caused by the erosive effects of 
acids in the mouth. To check that 
theory, A.B.C.B. has closely ob- 
served another research project. It 





“OLD ANTIOUE’’ 


... has what no other Ginger Ale 





has! 


“OLD ANTIQUE" 
has the endorse- 
ment of the Ameri- 
can Medical Asso- 
ciation's official 
publication, "To- 
day's Health.” 





Blue Seal bctact Company, Inc. 


This oward is granted under the standards set forth in the 


ruorins Docomabor 15,1950 


We ore pleased to oward the 


Topays Hearn Ensue 


Old Antigee Ginger Extract 


Principles governing the Acceptance of Advertising 
in publications of the 
American Medical Association 
Tater Heoih 


Pike be the: 
American “Meda! Assor terion 


expire Mowommber 15,1951 
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SPRING... SUMMER...Anytime! 


This unbeatable Ginger Ale can bring you a greater share of 
the profitable Ginger Ale volume . . . 


Invest a minute and a three-cent stamp to get full 
details about “OLD ANTIQUE" and the Blue Seal 
Quality line of flavors . . . 


BLUE SEAL EXTRACT CO., Inc. 


CAMBRIDGE, MASS. 
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Makes a Dandy Display 


© We will duplicate the color, 
shape and name 5 ¢ 
© Silk screened on cardboard each 


© Easeled IN 1000 LOTS 


© Ships Flat 


S P | i? L M A N FACTORY & HOME OFFICE 


161-171 LEVERINGTON AVE 


¢ fe) M Pp A N Y l nc PHILA. 27, PA. IVyridge 3-6100 











was also directed by Drs. Haggard By observing and_ publicizing consumers, by our advertising in 
and Greenberg of Yale University. such research projects as the ones such magazines as Forecast for 
In the recent A.B.C.B. advertise- I have been telling you about, the Home Economists, The Instructor, 
ment—“New Light on Dental Ca- A.B.C.B. Research and Public Rela- Grade Teacher Magazine, and 
ries’’—it was pointed out that one tions Committee is endeavoring to through the dental packets which 
of our current research projects on contribute to the evidence that there the A.B.C.B. has available. 
dental caries shows there is no evi- are many causes of dental caries, A.B.C.B. feels that the soft drink 
dence that drinking of carbonated not just one or two. industry does not want negative 
beverages causes a degree of acidity Meanwhile, for those who insist statements to go unchallenged. Your 
in the mouth for any length of time that sugar is a cause of caries, we Research and Public Relations Com- 
sufficient to produce erosion. point out that sugar in a liquid mittee believes that it serves a use- 
Quoting further from that ad: which we drink with little or no con- ful purpose for every member of the 
“Clinical investigation of the acid tact with the teeth, and which stays industry when it points out such 
effect of bottled carbonated bever- in the mouth only momentarily, errors and sponsors the studies re- 
ages demonstrates that their swift could not possibly have the same quired to provide facts. 
passage through the mouths has effect as solid foods which must be As has been said in previous dis- 
very little effect on the pH of the chewed by the teeth and which be- cussions of A.B.C.B. public relations, 
oral cavity. The investigators con- come attached to them. members of your committee feel 
clude that the acid content of bot- It has been one of the basic pur- that their first duty lies in remov- 
tled beverages is hardly a con- poses of the current A.B.C.B. pub- ing road-blocks which interfere 
tributing factor to caries.” lic relations program to point this with the effectiveness of your own 
Statements like the foregoing, out to members of the dental and advertising and merchandizing pro- 
provide the answer to faddists who medical professions so they would grams. 
claim, before Senate investigating not be misled by the propaganda in Finding the facts, and publicizing 
committees and in the public prints, their own journals. And that same them, make an important contribu- 
that soft drinks are sufficiently acid program of the association has been tion to the industry and to each 
to cause dental erosion. extended to teachers, dieticians, and individual member. 


i Taodacring avother: GENERAL!! 





oe. @ five star WINNER 33.50% 
in beverage body design... 


General Bottlers’ Body Is Custom 

Built to Meet Your Specifications!! 

FASTER LOADING! MORE EFFICIENT 

DELIVERY! FASTER PICK-UPS! 

MORE SALES, MORE CAPACITY, MORE 

DISPLAY WITH A GENERAL-BUILT BODY! 
Write us today for prices and delivery date. 


WE CAN FURNISH DELIVERY TO 
YOUR PLANT AT NOMINAL COST 


EF ee hone ihe 
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MADE BETTER TO SELL BETTER 

Only the choicest root juices and herbs used. 
Real caramel color. Real root beer flavor .. . full, 
rich taste. All natural foam. 


PRICED RIGHT 
Economical case cost assures big profits. 


ORDER NOW! 


DON'T DELAY. Write of t E we 
CITRUS PRODUCTS COMPANY, 11 E. Hubbard St., Chicago 1], Ill. 


gets the 
PS. 3 : turn 11 gallons—owe us 


business 

eS nothing. We pay freight : ee - etm, 3° . 

CHOCOLATE SOLDIER gp both ways 3 eae e ) : 7 ) 
is America’s fastest-selling ‘Signe Sete ate 3 ee Beers ' i 


quality chocolate drink. an 
Ask for the facts! | 


Special Guarantee 
Offer 
TRY IT AT OUR RISK! 
Order 12 gallons. Bottle 
one gallon. If you're not 
completely satisfied, re- 


Other Favorites in the Complete Century Line 


California Orange (all acid included), 
Golden Lemon, Ginger Ale, 
Sparkling Sour, Grape, Grapefruit, 
Black Cherry, Cream Soda, Strawberry. 
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No product is a success unless its 
formula is based on quality. Yet it takes 
other characteristics to bring prestige and 
consumer acceptance. And one of the most 
vital, as any progressive bottler will tell 
you, is the use of Glenshow COLOR-PRINT 
Bottles . . . they give distinction, speed returns, 
reduce labeling and production costs and 
create sales-compelling attention! 


Ask us to give you further information 


GLENSHAW GLASS CO., inc. 
GLENSHAW, PA. 


FoiG 


GLENSHAW 


COLORTF RUINS. - 
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| stations used to have an 


air conditioned, deeply upholstered, 
luxuriously fitted room located in a 
choice location of every radio thea- 
ter, where sponsors would sit, with 
folded arms, and enjoy watching the 
show they were bankrolling. 

No longer can a sponsor sit back 
and fold his arms when the show 
is on the air. For, along with 
changing times, has come a realiza- 
tion that the sales message loses 
much of its effectiveness if it is 
confined to a half hour weekly of 
entertainment Baldly, no show 
today, on radio or TV, is worth 
much if it isn’t merchandised and 
properly promoted 

Al Morgan, President of White 
Rock, laid down that rule for White 
Rock shows, which are becoming 
radio and TV 


since White Rock adopted its new 


more frequent on 


sales policy this year. Typical of the 
way even a local show is promoted 
these days, is the story of the White 
Rock sponsorship of the “American 
Caravan of 
WMGM, New York 
When White Rock picked up a 


quarter-hour section of the hour 


Jewish Stars”, on 


long show, aimed at the large New 
York flavor market, Morgan and 
Eckhardt, 


his agency, Kenyon & 


TOAST TO SUCCESS 


Drink Up—and Sign Up—is the 
Order of the Day at WMGM., as 
Director of Sales Bert Lebhar 
toasts White Rock Sales Promo- 
tion Manager Tom Prosser 
(seated), White Rock Advertising 
Manager Chuck Feld, and K&E 
Vice President Hal Davis, upon 
the White Rock acquisition of the 
“American Jewish Caravan of 
Stars”. The Sunday series is 
being used to push the White 
Rock flavor line in New York. 








White Rock Makes Its Radio 
Advertising Pay Off 
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TRUCK STREAMERS PLUG THE PROGRAM 


A truck streamer, calling attention to White Rock's radio show, is exam 
ined appreciatively by (left to right) Bruno Viani, Manhattan District 
Supervisor for White Rock; a supermarket proprietor; Martin Kileen, New 
York General Sales Manager for White Rock, and Chuck Feld, White 
Rock's Ad Manager. Note triangular poster on cases (right. background), 


which also plugs the program. 





worked out promotions before the 
First, 
standard, 


show was formally bought. 
came the standard items 
that is, when you go to a station 
and work with them to get the most 
out of the promotion budget 


Selling The Program 
Letters from the station went to 


all White 


them about the show and what the 


Rock salesmen, telling 


show could do to help their sales 
in the flavor market. Ten thousand 
posters and ten thousand fliers, all 
plugging the show and White Rock 
products, were given to salesmen 
for distribution to their accounts 
truck 
streamers were made by the sta- 
tion for White Rock trucks 


Seventy-five, five by five, 


Topping the promotion is a White 


Rock project for the Sunday deli- 


catessens which are peculiar to New 


York. Realizing that most of these 
outlets operate radio sets all day, 
White Rock salesmen are turning 
in names and phone numbers from 
these stores. Through a simple sys- 
tem, the owner of the store is noti- 
fied that he or she will win a couple 
of tickets to a ball game if he or 
she can answer a question about 
the White Rock program. Calls are 
made after the broadcast 

Idea is to stimulate interest in 
the broadcast so that it will be on 
in the store when many shoppers 
are buying; stimulate interest in 
the product by the various accounts 
and give the salesmen a real point 
of interest to discuss as he makes 
his rounds 

White Rock’s Morgan is a firm 
believer in selling both sides of the 
counter. His new merchandising 
ideas on radio and TV are paying off 


in sales, which is his main interest 
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DIXIE “F 


.. for that extra bottling line 


This great little filler meets your need for greater 


e 


production in a variety of ways. Install it in your 
plant as an “extra hand.” Use it for reserve capac- 
ity when demands get especially heavy or your 
other equipment is shut down. Set it up in an aux- 
iliary plant to eliminate the expense of long haul 
deliveries. 

But no matter how you plan to use Dixie “F,” 
you can’t go wrong with this filler. It’s known 
throughout the industry for its economy, flexibility 
and dependability under a wide variety of produc- 
tion requirements. 





CROWN CORK & SEAL COMPANY 
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Prompt Delivery 


CEM COOLING UNITS 


... tO increase production and cut costs 


on your present line 


Adding these efficient cooling units to your present bottling line is one sure 
way of getting increased production. They give you positive control of water 
and syrup temperatures and assure you of ideal bottling conditions, regard- 
less of weather or season. 


With Cem Cooling Equipment, your entire operation is smoother ... there 
is less strain on your equipment... and you get more cases per day. Best of 
all, Cem Cooling Units can be added to your present line without interrupt- 
ing production. 


* * * > > 


The summer season brings peak demand for bottled beverages. .. and 
this year everything points to a really big season. Right now is the time to 
make sure that your production facilities are adequate to take care of the 
demands in your territory. . 


Remember, with our National Defense Program continually gaining momen- 
tum, new bottling equipment is going to be harder and harder to get. Get 


in touch with your Crown Representative about the equipment shown here 





... better do it today. 


Cem Water Coolers and Cem 
Syrup Coolers are built in sizes 
to cover a wide production 
range. The Cem 150 Combina- 
tion Water and Syrup Cooler = > 
is designed for use with Dixie, 
Cem 20, or fillers of comparable 
capacity. 














CEM SYRUP COOLER 


CEM 150 
COMBINATION 
WATER AND SYRUP 
COOLER 


CEM 
WATER COOLER 





Machine Sales Division °* Baltimore 3, Maryland 
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WHEN YOU USE FLO-SWEET,” YOU GET IMPORTANT 
SAVINGS IN MANPOWER 


When your sugar deliveries are to the HERE'S THE SIMPLIFIED 

kettle instead of to the curb, your sugar FLO-SWEET LIQUID SUGAR METHOD 

handling costs become sugar handling » Receiving Department —One man pumps 

. mh : . , ee Flo-Sweet through closed pipelines into 
savings. The simple Flo-Sweet Liquid pi a 
your storage tanks. 

Sugar > i sliver ing 2 i . " 
ugar method of delivery, handling and ee a er ae 

storage keeps manpower requirements at labor needed. 

a minimum and that saves you time, ~ Syrup Room—Flo-Sweet f-l-o-w-s through 
trouble. and money sealed pipelines right into the process. 


: ; : One valve to turn—measured automati- 
You just can’t beat the fact that 3 cally —no contamination loss. 


clean mechanical steps replace 10 back- Flo-Sweet also cuts processing time: no 
waiting for dissolving, always an even mix. 


Supervision— With Flo-Sweet,aminimum, 
if any, supervision is required. 


breaking storageand handling operations. : 


PIONEERS. ANITATION AND SERVICE 
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Novel Incentive Plan 


y that the military draft and 
the lure of high pay defense indus- 
tries are creating inroads on bot- 
tling plant employee staffs, itis wise 
for the bottlers to develop any and 
all methods of reducing personnel 
turnover, according to Sam Land- 
father, executive of Dr. Pepper 
3ottling Company, St. Louis, Mis- 
souri 

Mindful of the difficulty of ob- 
taining sufficient manpower during 
World War II, Mr. Landfather has 
experimented with one plan after 
another aimed at eliminating this 
costly loss. The result, after test- 
ing various systems, was an unus- 
ual driver 


compensation plan, 


which, in effect, makes the route 


salesman “his own boss” and actu- 
ally “in business for himself.” 

“The program is so set up that it 
encourages the driver to stick out 
the entire year, after he has done 
his first day’s work for any year,” 
Mr. Landfather said, “through 
making it possible for him to earn 
more and more as the year pro- 
gresses, with maximum income 
during the later portion of the sea- 
son. Only by making it clear to 
each man that long-range thinking 
will produce better financial re- 
turns for himself, is it possible to 
keep each interested in the com- 
pany, and putting forth maximum 
effort.” 

The system, which has largely 
done away with personnel turnover 
at the St. Louis bottling plant, is 
a “modified jobber arrangement.” 
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Reduces 


Personnel Turnover 


Sam Landfather explains the details of the company's compensation plan 
to routemen James Ray. Harold Cooper. James Flynn, James Hart and 


Herbert Tyler. 





Routemen’s own efforts largely determine extent of 
income under plan which makes each man “his own 


boss.” 


Under the plan, each of Dr. Pepper 
Bottling 
salesmen is offered the opportunity 


Company's 16 driver- 
of earning a return of 20c per case, 
after having repaid to the firm 
total operating costs for one year, 
for himself, truck, advertising, and 
other incidental expenses. Through 
much study and recapitulation, the 


Dr. Pepper organization has ar 
rived at the figure of $1600 as the 
operating cost of one driver-sales- 
man, truck and = appurtenances 
through a single year. Thus, each 
man starts out the year with the 
responsibility of paying back $1600 
to the company, the $1600 being 
split into 12 payments, balanced 


71 





out according to the seasons of the 
Thus, 
terms, the 

the Dr 


a set portion of the $1600 for each 


year reduced to simple 


driver-salesman owes 


Pepper Bottling Company 


month of the year, and after he has 
accomplished enough sales to make 
the payment, he is paid a commis- 
sion of 20c per case, instead of the 
usual 5c. ““We were careful to scat- 
ter the 12 payments over the year, 
scaling them 


contiguously with 


the seasonal market, to insure that 


each man would have an oppor- 


tunity to earn the 20c¢ commission 


almost every month of the year,” 
Mr. Landfather said. “That was in 
theory, of course. Actually, a few 
of the driver-salesmen have had to 
fall back on the minimum guaran- 
tee salary which we extend them, 
but for the most part, by dint of 
extra effort, and plain good sales- 
manship, each man has been able 
to capitalize upon the offer.” 

The 


paid after the minimum guarantee 


20c-per-case commission 


payment is in, works out progres- 
sively, so that actually, the more 
cases the driver-salesman sells, the 
greater will be his income per case. 
“The idea is at the end of the day, 
instead of turning in early and go- 
ing home, the driver-salesman will 
get out, dig up new accounts, and 
sell more intensively at his estab- 
lished stops,” Mr. Landfather said 
“Through simply digging in to sell 
a few extra cases late in the eve- 
ning, he can arrive at an extra dol- 
lar’s commission from the sale of 5 
cases, instead of 20 cases. The fi- 
nancial emphasis in the plan is on 
the end of the program, rather than 
the original point.” 


Regular sales meetings, during 
which helpful suggestions on how 
to make these additional sales, and 
how to capitalize upon Dr. Pepper 
advertising, ete., are helping to 
keep the men alert and definitely 
interested in the program, the St 
Louis bottling plant executive in- 


dicated. A check of the driver- 





Yoo-Hoo 


CHOCOLATE 
BEVERAGE 





Makes 
Repeat Sales 


Year round profits are 
yours when you distribute 
For this deli- 
cious chocolate drink. 


Y o0o-Hoo. 


served hot or cold, has 
the kind of flavor and 
quality that makes it a 
12-month favorite. 


Write for complete details of 
the Yoo-Hoo bottling fran- 
chise in your territory. 





SAUL ORS TUTtR YOO - HOO CHOCOLATE PRODUCT 


i City National Bank & Trust Co. Bidg. 
1 Room 404, Hackensack, W. J. and Batesburg, S.C. 





tions and 90 


NB-61 


STANDARD 


North St. Paul 9, 
Minnesota 








that each is 


spending at least 10: 


salesmen reveals 
more time 
per day on actual selling and con- 
tacting new accounts, than was 
the average before the plan went 
into operation. Favorable com- 
ments on the part of retail accounts 
indicate that driver-salesmen are 
likewise extending more courtesy, 
being far more careful to please 
their own customers, on the theory 
that good relationships of this type 
will lead to additional sales. 

The fact that the Dr. Pepper 
Bottling Company recently added 
White Rock to its lineup of Barq’s 
and Dr. Pepper, has aided substan- 
tially in keeping this program mov- 
ing, Mr. Landfather indicated. 

Without 


crew of driver-salesmen at the St. 


exception, the entire 
Louis bottling plant has benefitted 
from the plan, and there were no- 
ticeably less requests for financial 
help during the Christmas season 
of 1950 than during the 1949 cor- 
responding period, 


LIGHT 


AND EASY TO CARRY 
Put it where you 


STANDARD LITEWATE 
Sectional Roller Conveyor 


—ideal for loading and unloading. Handles commodi- 
ties up to 60 lbs.—moves bags, cases, cartons, hollow 
bottom, narrow, cleated and irregular packages or 
articles not suited to wheel conveyors. 
quired—operates at grades as little as 4 in. to % in. per 
ft. Interchangeable spacing of rollers—from 1% in. to 
12 in. centers. Available in 10 ft. and 5 ft. straight sec- 
and 45 
veyors handy in your shipping room—carry a section on 
your truck. For complete information write for Bulletin 


Less pitch re- 


curves. 


Keep LITEWATE con- 


CONVEYOR COMPANY 


RAVITY & POWER 
CONVEYORS 
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DREW LUBE 


for UNINTERRUPTED 
CONVEYOR OPERATION 


Cleans while it lubricates 














wiih, 74 


oh. 


DREW LUBE not oniy holds bottle breakage 
and conveyor break-down to a minimum . . . it 
also keeps bottles and parts sparkling clean! Check These Additional Advantages 


DREW LUBE—the most efficient and econom- Prolongs life of conveyor system! 
ical conveyor lubricant—gives super slippage Uniform film protects chains! 

and longer mileage, eliminates bottle and con- Lasts longer, goes further, saves more! 
veyor friction, assures smooth, trouble-free 
operation. 


Retards formation of calcium salts! 
@ Won't clog dispensing lines! 
DREW LUBE DISPENSERS, famous for their @ Provides a linkage cushion ++ prevents jerking! 
“eye dropper” control, are available to users 
of DrEw LuBE. Call the Drew Man today or 
write for Technical Bulletin L-73. 


SPECIAL PRODUCTS DIVISION DREW 
E. F. DREW & CO., Inc. PRODUCTS 


@ Can be used in all types of dispensers! 


Boonton, New Jersey 


NEW YORK e CHICAGO e BOSTON e PHILADELPHIA 
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BOTTLE-WASHING 


SOLUTION LIFE WITH 





WYANDOTTE B.W.C. 


Chances are you're not getting the most out of sealing. And it cuts drag-out, which means less 
your bottle-washing solution — that a lot of wash- alkali consumed, Ask your Wyandotte Repre- 
ing power goes down the drain. You can correct sentative or Supplier to come to your plant and 
this right now by using Wyandotte B.W.C. as show you how low use cost B.W.C. gives you 
an “extender.” B.W.C. lengthens the effective cleaner sparkling dry bottles with practically 
life of solutions so that you get the benefit of no rejects! 


“extra” washing power. P.S. Do you have any type of cleaning problem? 


But that’s not all. B. W. C. also increases Write Wyandotte for free technical information 
efficiency of bottle washers because it reduces and service. 


Accelerates soil removal 
Produces sparkling bottles 


“Promoted ” Drains faster 


Extends solution life 


Wyandotte # a C Reduces rejects 
avenVUa 


Provides scale control 
Reduces drag-out 


Costs little to use 


THE WYANDOTTE LINE—water conditioners: WYANDOTTE CHEMICALS CORPORATION 
N.S.0., Keego: bottle-washing alkalies: B.W.C., WYANDOTTE, MICHIGAN 

Seneca Flakes, Chippewa Flakes, C.C.S., 721 Special, SERVICE REPRESENTATIVES IN 88 CITIES 
Star 5X, Flake Industrial Alkali; germicides: Steri- 

Chlor, Spartec; for equipment cleaning: G.L.X.., 

SR-10, Kelvar, Poma. In fact, specialized products 

for every cleaning need. 
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De lic sous 
Detawant 
PUNCH 


Delicious © 


c)ELAWARE 





Bi ee 
@© 1950 by Delaware Punch C of America 


SOME DESIRABLE TERRITORIES STILL OPEN ... FOR FRANCHISE INFORMATION 


WRITE TO: woke BALLEW WWASSOCIATES VW. 


A MARKETING ) 


SEVEN ELEVEN GULF STATES BUILDING 
_ DALLAS. TEXAS 
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SMooTH operation and free- 
dom from mechanical trouble 
has made the NORTON Labeler 
popular in bottling plants and 
breweries the country over. 


They like the simplicity of design 
and the quality of workman- 
ship which insures economical, 
trouble-free operation. They like 
the speed and ease with which 
their machines can be changed 
. over to handle different side 
with bottles. 


fo): ace). m9 4m oe tScge You'll ike the NORTON Label. 


er, too. Send for catalogs on 
either or both the Single and 
Duplex models—no obligation. 


NORTON COMPANY 


Labeler Section 
Worcester 6, Mass. 











WNORTONY 


AUTOMATIC LABELERS 
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ONLY YESTERDAY when they really dressed for tennis — 


]-UP was in rompers! 


TODAY it’s a 


household word 


throughout America! =v 




















SPECIALTT 
Sauctary 


Centrifugal Pumps 


SPECLALTY 
Sanitary FITTINGS 


Nelling 
Nlants 


Ww, once heard a successful bottler say that he 


would rather hire salesmen and train them to drive 
his trucks and handle deliveries than to start with 
truck drivers and attempt to make salesmen of them 

Sottlers may have different opinions about this, but 
one thing is certainly true—a business progresses only 
in proportion to the sales it makes, and the number 
of sales is always in direct ratio to the ability of the 
sales force 

The problem is to select people with the proper Cca- 
pacity to build business. Aside from the basic quali- 
ties of good appearance, honesty, and a reasonable 
educational background, it is generally recognized that 
a man who is to succeed in the selling game should 
have these attributes: he should be capable of absorb- 
ing knowledge, have enough creative ability to act on 
his own initiative, and be a consistent and dependable 
worker. Without these traits, there isn’t much to build 
on 


Experienced personnel managers seldom if ever hire 
a man after one interview. They prefer to follow sev- 
eral steps in the process of selection. The first step 
consists simply in separating the wheat from the chaff. 
After sizing a man up, and telling him briefly about 
the company and the requirements of the job, the in- 
terviewer can usually tell from the applicant's appear- 
ance and reactions whether he comes near to being 
qualified. If obviously not qualified, the best course of 
action is to save time by telling him so frankly. Some 
applicants will plead a hard-luck story, or put up an 
argument, in which case the adroit thing to do is to 
ask him to put down his experience and references in 
writing and mail them in 


When a man appears in the preliminary interview 
to have the basic essentials of appearance, business 
sense, trustworthiness, will to work, and whatever ex- 
perience is called for, the next step is to probe further 
into his background and let him sell himself to you 
This further investigation may be followed through in 
the first meeting, or may be postponed for a second 
interview—depending on the time available. During 
a half hour conversation, a clever interviewer will get 
plenty of information on which to base his decision. 
He will get an idea of the man’s personality, how he 
works with people, how he liked his last job. These 


things are best brought out by a series of questions 
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such as, “Why are you out of a job?” . “Were you 
fired?” ... “If so, why?” ... “How much did you 
make?” .. . “‘Why didn’t you do better?” .. . “Where 
did you work before that, etc.?” By all means, get the 
applicant to talk about himself freely. It is through 
spontaneous conversation, steered by penetrating 
questions, that you will get the real clues to his char- 
acter and ability 


Another step in the selection of salesmen—or any 
other employees, for that matter—is the checking of 
references. References seldom trip a man up for two 
reasons: first, because he will hardly give sources 
which he believes will be unfavorable; and second, be- 


cause previous employers may be hesitant about saying 





anything which will prevent him from getting a new 
job. On the other hand, if you put down a man’s rec- 
ord chronologically, and make it a point to get in 
touch with the people who previously employed him, 
the chances are you will end up with a composite pic- 


ture of what he has accomplished in the world to date. 


After two or three interviews the usual policy is to 


hire a man on a trial basis—from one to three months. 





It is surprising, and often disillusioning, how differ- 
ently a man may look after he reports for work. Dur- 
ing the trial period you will want to find out whether 
he likes the job, whether he will fit into the organiza- 
tion, whether hidden faults will crop out. 


your coolers! 


Turn-over is never profitable, especially in the sales promote a 
force where men are called upon to represent the com- 


your 
pany to its customers. Errors in the selection of sales- pousle 


men may prove costly in more ways than one. Time 


profits: 
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PORTABLE COOLERS 
“But I only wanted one bottle 


...I must have hit the jack- 


There's Profit in Progress! 
pot!” 
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Finesse plus a delicate touch 
on the controls are the necessary 
requisites of the race driver who 


reaches the top...and stays there. 


Brockway Glass Containers established their 
leadership by years of experience ... resulting in 


better, modern methods which assure quality production. 


BROCKWAY GLASS 


COMPANY, 'NCORPORAT EO 


BROCKWAY, PA. LAPEL, IND. MUSKOGEE, OKLA. 


PRESCRIPTION 
FOOD + PROPRIETARY - PHARMACEUTICAL 


CARBONATED BEVERAGES - BEER - LIQUOR 


ICKWAY FOR QUALITY 
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ALABAMA 


Walter D. Bellingrath, President 
of the Coca-Cola Bottling Company, 
Inc., Mobile, has announced that 
James H. Carmichael has been ap- 


pointed vice-president and general 
Walter K. 
Smith, who is retiring because of 
ill health. Mr. 
ported that George Downing has 


manager to succeed 


Bellingrath also re- 


been appointed sales manager to 
succeed William C. Dorgan, who is 
retiring after thirty years service 
with the company. Both Mr. Smith 
and Mr. Dorgan will remain on the 
Board of Directors of the company, 
and will act in an advisory capacity 
in the management and operation 


of the business. 


ARIZONA 

Pepsi-Cola Bottling Co., of Phoe- 
nix, has been sold by Harold Pickert 
Keller to Arthur 
Mr. Hardgrave for 12 
years headed General Bottlers, Inc., 


and Franklin 
Hardgrave. 


which owned and operated Pepsi- 
Cola plants in Chicago, Des Moines 
and Kansas City. He disposed of 
his Chicago interests several months 
ago. Mrs. Hardgrave owns the Nehi 
Bottling Company at Tucson. The 
Phoenix Pepsi-Cola plant employs a 
staff of 25 persons and operates 


eight trucks. 


CALIFORNIA 


Yosemite Beverage Co., San 
Francisco, has acquired the White 
Rock franchise, and Carleton Hart- 
ness, formerly with the White Rock 
Beverage Co., has joined its staff. 
The corporation that formerly bot- 
tled White Rock under the name of 
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the White Rock Beverage Co., San 
Francisco, has taken on the Dad’s 
Root Beer and Tru-Ade franchises 
and is operating as Dad’s Tru-Ade. 
... Pepsi-Cola Bottling Co., Stock- 
ton, has given up the bottling of 
Bireley’s and is now concentrating 
efforts on the Pepsi-Cola line. The 
special Bireley’s equipment has 
been taken over by Bireley’s Bot- 
tling Co. of Stockton, a new concern 
organized with a capital of $25,000. 

Nesbitt Bottling Co., Fresno, 
Peter McGee, has 
doubled the size of its plant building 


operated by 


and has installed a new Liquid Car- 
bonic line including a 24-spout filler, 
an 8-wide washer, a beverage mixer 
and carbonator. Equipment former- 
ly in use was taken over by the 
Seven-Up Bottling Co., Modesto. 
Seven-Up Bottling Company of 
Stockton has been organized with a 
capital of 5,000 shares of no stated 
par by Laurence G. Stelling, of the 
Seven-Up Bottling Co., Sacramento. 
... Redwood Beverage Co., Eureka, 
Nesbitt 
Swett’s and Squirt, is 


bottlers of Pepsi - Cola, 
Orange, Dr. 
moving into a new plant building 


at 135 E. Fifth St., and has pur- 





SIGNED UP 


T. C. Bateman. left, South- 
ern Divisional Manager for 
the parent O-So Grape Co., 
is shown delivering an 
O-So Beverages franchise 
to Lindsey Barron, partner 
and manager of the O-So 
Beverage Bottling Co., 
Newnan, Ga. Firm's new 
plant, equipped with a 32- 
spout bottling line. began 
operations in late April. 





BOTTLER 
BRIEFS 


chased some new equipment. 
Coca-Cola Bottling Co., Chico, is 
completing a new building and has 
purchased new equipment. The new 
structure will be used largely for 
storage purposes until early next 
year, when the equipment will be 
installed. ... J.C. Embrey and S. P. 
Tacchino have taken over the Grap- 
ette Bottling Co., Pinedale, Fresno. 
Stephen G. Martinelli has pur- 
chased the interests of Anna M. 
Dondero in S. Martinelli & Co. and 
the Coca-Cola Bottling Co. of Wat- 
sonville, Watsonville... . Beverage 
Products Corp., 973 E. San Carlos 
Ave., San Carlos, has engaged in the 
business of manufacturing carbon- 
. Ed. Met- 
calf, who for years operated the 
Oroville Soda Works, Oroville, died 


recently, and the business is now 


ated beverages cubes. . . 


being carried on by his son, C. E. 
Metcalf. ... Big Bear Bottling Co., 
Fresno, is now under the manage- 
ment of Rita Burtis and sons John 
Jr. and Robert Burtis, following the 
death of John Burtis, Sr... . J. H. 
Voorsanger has been elected a direc- 
tor of Lyons - Magnus, Inc., San 
Francisco, succeeding the late W. J. 
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i NOT Sleight OHand 


It's not “trick stuff’ with us. Thirty-three years of experience, 
modern plant equipment, skilled workmen and rigid laboratory 
testing and research enabled Liberty Glass Company to perfect 
their evolutionary FLAME-POLISH Process for their famous 
Returnable Glass Containers! 





The insured original appearance, increased toughness and 
trippage of Liberty Bottles are no accident, either. They are 
planned and built that way for your greater convenience, 
economy and extra sales appeal. If you want to put “go” 
into your business, use FLAME-POLISH display containers for 
your products and profit the Liberty way. 










Wowie 


FLAME ~ POLISH: 


AYN LYNN WW 


WITH LUSTRO-COLOR 


Ig lp GLASS CONTAy 
ONLY THE GLASS CONTAINER PERMITS NG IN 


PRODUCT INSPECTION AFTER SEALING SINCE 1918 


SAPULPA, OKLAHOMA 





Urquhart. 
Company of S 


Nesbitt Bottling 
san Jose, is sponsoring 
a radio program directed to Span- 
the Santa 
owned by 


ish-speaking people of 
Clara Valley. 
D. R. Bryan. 


Firm is 


COLORADO 


Bottling 
started in 


and distribution have 
the half - million 
dollar plant of the Pepsi-Cola Bot- 
tling Company, Denver. Head of the 
operation is James A. Gooding, Jr., 
president. ... 
Bottling 
been sold by 
Michael 
Scruggs. 


new 


Florence Coca-Cola 
has 
Fabrizio and 


Company, Florence, 
John J. 
Fabrizio, Jr., to Louis 
Mr. Scruggs is also opera- 
tor of the Coca-Cola Bottling Com- 
pany, at Hutchison, Kansas. C. H. 
Van Riper, will be manager of the 


Florence operation. 


FLORIDA 
Seven-Up 

Lakeland, 

sition of new plant equipment, 


Bottling Company of 
has announced the acqui- 
in- 
cluding a new Liquid Carbonic in- 
O. Thomas, 
the 
made the 
ment. . . . W. L. Forester, Jr., 
Grapette bottler in Vero Beach, has 
the 


washing 


spection light. J. pro- 
Seven-Up 


announce- 


duction foreman for 
development, 


reported installation of 
bottle 


equipment. 


new 


and refrigeration 


GEORGIA 


Athens Seven-Up Bottling Com- 
Athens, 
porated with an authorized capital 


pany, Inc., has been incor- 


BOTTLING DOUBLE-COLA 


C. C. Flatley heads the Double- 
Cola Bottling Co., of Bloomington, 
Ill., which recently was awarded 
a Double-Cola franchise. 
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1,000 shares of $100 
Officers of the firm 
. Haymans, Jr., 
Rich, 
Iwanowski, _ vice- 
W. Rudolph Allen, treas- 
Allen, Jr., 
The new 
firm has purchased a tract of land 
on which it will 


structure of 
par value oneh. 
are: 


George S presi- 


dent; George W. vice-presi- 


dent; Gerald 
president ; 
urer, and George Brooke 
secretary and manager. 
modern 
This is expected to 
be completed and in operation by 
early fall. 


erect a 


brick building. 


IDAHO 

H. S. Harper, Payette, 
granted a B-1 franchise and is oper- 
ating as the B-1 Bottling Co. of 
Payette. 


has been 


ILLINOIS 

Chicago Seven-Up Bottling Com- 
pany has purchased a tract of land 
on which it intends to build its third 
Chicago plant, when conditions war- 
rant. Robert Joyce is president of 
the firm. 


VEKO* ORANGE MAKES 


A DELICIOUS DRINK 
..~ Returns Real Profits 


MANY BOTTLERS tell us that until they 
switched to Vexo they took a downright loss— 
or at best only a midget markup on every case 
of Orange sold. Vexo Orange Flavor sells fast 
because it’s tops in taste, and the figures look 
mighty fine on the cost sheets. 


Check Vexko costs now! Join the profit-wise 
bottlers who accept the Veko warranty of com- 
plete satisfaction as their assurance of success. 


* REG. TRADEMARK 





of 6). 
32 gal. 


lots. 


gal. lots. 


Write today! 





1-17 JUICE ORANGE BEVERAGE BASE No. 2000 


Color separate. Contains CITRIC ACID and Benzoate suffi- 
cient for finished beverage. Packed in 1 gal. 
Price in 5 case lots delivered in the East. 


2 Oz. No. 1883 CONCENTRATED ORANGE JUICE BASE 


Cloudy, colored. Delivered East of Kansas City, Kans. in 


2 Oz. No. 1910 CLOUDY & COLORED ORANGE FLAVOR 


Heavy clowd. Delivered East of Kansas City, Kans. 


© Did you receive your 12-page booklet and price list? 


$4.25 


GAL. 


$9.45 


GAL 


$6.99 


cans (cases 


in 32 





uae YORK 


NAL STREET ° 





Coble Address: VEKOSTAMM 





AN 
WaAlker 5- 1504 


Telephone: 





INDIANA 


A Mission franchise has been is- 
sued to George Daskowski for the 
Peru, Indiana territory. 


IOWA 


Seven-Up Bottling Company of 
Cedar Rapids has begun operations 
at its new address at 126 Twenty- 
Ninth street drive, Southeast. The 
operation’s new bottling line con- 
sists of a 16-wide Meyer Dumore 
bottle cleaner; a 


40-spout Meyer 


Pre-Mix filler; a Mojonnier Carbo- 
Cooler; an RCA case unloader, an 
RCA bottle inspecting machine, and 
a Standard-Knapp case packer. 


KANSAS 


Ira H. Schroeder has purchased 
the Nesbitt franchise for the Kan- 
territory from Frank 
Schorgl. The plant, which formerly 
operated as the Central Beverage 


sas City 


Company, will now function as the 


Nesbitt Bottling Company. 





BIG Dr. Pepper JINGLE CONTEST 
TO SPARK JUNE-JULY SALES! 


TAX FREE FIRST PRIZE 
1,000 OTHER PRIZES, TOO! 


yet TRIP TO MEXICO 


WILLYS STATION WAGON 
MOTOROLA TV SETS 


SO EASY EVEN YOUNGSTERS CAN ENTER! 
No Limit to Number of Entries 
Per Contestant 


THEY JUST FINISH THIS 2-LINE JINGLE: 
"A LIFT FOR LIFE AT 10, 2 and 4 


” 





Big color-comic and daily newspaper 
ads plus radio and TV will announce 
this most popular type of all contests, 
a jingle contest! It’s another outstand- 
ing merchandising event for Dr. 
Pepper bottlers; an opportunity to do 


a real selling job with dealers, too! 
Results on this contest are expected 
to far exceed last year’s successful 
contest... watch! The new Dr. Pepper 
merchandising policy is paying off 
more and more! 
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KENTUCKY 


New owners of the Grapette Bot- 
tling Company, are 
Fisher and Charles T. 
Mr. Wahler will manage 


Owensboro, 
Leroy J. 
Wahler. 

the enterprise. 


MINNESOTA 


Bottling Com- 
pany of Grand Rapids, Minn., was 
recently purchased by W. H. and 
. A new Inter- 
national truck has been added to the 


Mission Orange 


V. G. Marteness. . . 


delivery fleet of the Mission Orange 
Bottling Company at Onoka. Firm 
is headed by A. E. Grosslein. 


MISSISSIPPI 


ee 
and manager of the Royal Crown 
Bottling Company of Natchez... . 
Mr. Hinson has had about 17 years’ 
experience in the bottling business. 


Hinson is the new owner 


.. . Seven-Up Bottling Company of 
Leland, which was organized last 
November, is now in full production 
and is servicing the Mississippi 
Delta Area. New Potter & Rayfield 
water-treating equipment was re- 
cently installed. The partnership 
owners of this plant are Leon A., 
Sam S., and Thomas Cefalu. Leon 
Cefalu is general manager of the 
development. 


MISSOURI 


Jack Openlander has been ap- 
pointed sales manager of the Grap- 
ette operation in St. Louis, accord- 


ing to owner Fred W. Strecker. 


NEBRASKA 


Addition of another complete 12- 
spout line has been announced by 
Robert W. Hudson, manager of the 
Mission Orange Bottling Company 
at Lincoln. A new panel truck for 
advertising, sampling, and selling 
also has been added to the delivery 
fleet. . . . Mission Orange Bottling 
Company of Omaha will soon be 
operating in larger quarters. A. A. 
Riedmann, owner of the company, 
recently purchased a larger building 
and is having it 
modeled. 


completely re- 
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PROMOTED 


P. T. Murphy. left. and G. T. 
Claussen have been elected vice- 
presidents of New York Seven- 
Up Bottling Co., Inc.. a division 
of Joyce Seven-Up Bottlers, Inc. 
Announcement was made by 
John M. Joyce, Jr.. president. 








NEVADA 


Robert J. “Bob” Toles is the new 
plant manager of the Pepsi-Cola 
Bottling Company, Elko. 


NEW YORK 


J. Peter Jaffe has been elected 
secretary and treasurer of The Coca- 
Cola Bottling Co. of New York, Inc. 


NORTH CAROLINA 


Coca-Cola Bottling Co., Rocking- 
ham, currently is celebrating its 
65th anniversary. ...H .C. Benton, 
Lyn E. LeHew and Paul N. Car- 
rithers are the new owners of the 
Royal Crown Bottling Company of 
Washington. Ray Faulkner will be 
manager of the plant. . . . Douglas 
E. Leckie, Jr. and Mrs. Margaret 
Leckie are the new owners and oper- 
ators of the Forsyth Royal Crown 








GETS SALES POST 


Appointment of J. W. Terrell as 
Sales Manager of the B-1 Bottling 
Company of San Antonio, Texas, 
has been announced by O. C. 
Thener, president of the B-1 Bev- 
erage Company. Mr. Terrell was 
formerly a representative of the 
B-1 parent company. 
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Bottling 
Salem. . 


Company in Winston- 
. . Installation of new bot- 
tling machinery is now underway at 
the Monroe Coca-Cola Bottling 
Company, according to W. Harvey 
Morrison, manager. 


OHIO 

Seven-Up Bottling Company, 
Dayton, has purchased a tract of 
land at the rear of its plant on 
which it intends to construct a 
building addition. 


OREGON 


Seven- Up Bottling Company, 
Bend, recently began operations. Co- 
owners of the new plant are Andrew 
A. and Frank J. Borello. 
Borello is also general manager of 
the operation. ... Roy J. McElroy is 
the new manager of the Nehi Bot- 
tling Company, Klamath Falls... . 
Nehi Bottling Company, Eugene, is 


Andrew 


now being managed by Clarence E. 
Smith. 
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Beverage Mixer 











No machine at any 
price can give you bet- 
ter mixing, yet the P & 
R is one of the most 
reasonably priced mix- 
ers on the market. 











Write for 
Prices and 
Information 





POSITIVELY the Best Mixer Buy 
on the Market today 


thoroughly Mixes up to 200 b. p. m. 


The fully automatic high speed, heavy duty P & R 
Mixer has capacity enough for largest plants. It's 
built to last and last and to give you perfect mix- 
ing. Handles bottles of 12 ounces or less. Simple 
adjustment changes from one size to another. 
Write now and get full information why it will 
pay you to install a P & R Mixer. 


Backed by 26 Years Experience in Serving Boftlers 


Swett aie 


Box 1042 


7 


‘ 


ATLANTA, GA. 














Unsurpassed 
QUALITY 


for Over 100 Years 


fan felt fon, ~ 


NEW BOTTLING LINE INSTALLED 


New bottling equipment installation at the Seven-Up Bottling Co., Napo- 
leon. Ohio, includes a Meyer Pre-Mix filler, a Mojonnier Carbo-Cooler, 
the Synchrometer. and an RCA “electric eye” inspector. Manager L. B. 
Miller and production manager Nelson Corressel are justly proud of 
the new line. 


PLENTY OF EYE-APPEAL 


Clean-looking is the word for both the plant and delivery fleet of Lake 
Erie Kist Beverages, Inc., at Sandusky, Ohio. Of cement block construc- 
tion, the entire plant was covered with Perma-stone last fall. Floodlights 

installed along the top of the building illuminate the “Kist’” at night. 
* EARLY AMERICAN ® : John H. Routh, Jr. is president of the operation. 








The Franchise offers 
Bottlers many important 
advantages 


Dr. Swett’s Root Beer Co. SHOW WINDOW PLANT 


1931 W. 63rd St. “Show window” operation is featured in this recently-completed plant 

hi a of the Coca-Cola Bottling Co., Inc., of Wheeling, West Virginia. In order 

C cago 36, Illinois to assure a constant supply of clear, uncontaminated water. wrought 
iron pipe was specified for cold water lines. 
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PENNSYLVANIA 


Ralph E. Stoner and Paul Wal- 
tersdorff, formerly route salesmen 
for the Stoner Beverage Co., Har- 
risburg, have each been promoted 
to the position of supervisor. 


TEXAS 


San Antonio Coca-Cola Bottling 
Co. recently installed its third 
Limex Water Rectifier, Stuart Nor- 
man, Vice President of the Limex 
Corp., Indianapolis, has announced. 
A. M: Biedenharn, Jr., is president 
of the San Antonio Coca-Cola Bot- 
tling Co., which is expanding its 
output to meet the demand by the 
armed forces training camps in the 
vicinity. . . . Mission Orange Bot- 
tling Company, at Corpus Christi, 
recently moved into a larger build- 
ing at 2750 South Port Street. T. C. 
Villareal is owner. ... Frank Adock 
has purchased the Grapette Bottling 
Company of Brownwood. 

The Coca-Cola Bottling Co., 
Brownsville, has purchased a build- 
ing near Harlingen, which will be 
used as a warehouse and distribu- 
tion point, according to an an- 
nouncement by Thomas H. Swee- 
ney, Jr., an official of the firm. 


WASHINGTON 


Vern J. Freeman, who has been 
connected with Coca-Cola for seven- 
teen years, has recently taken over 
the management of the Cascade 
Coca-Cola Bottling Co., Inc., at 
Yakima, Wash. He sucteeds Fred 
W. Teague, Sr., who is retiring. ... 
Plans for a new $100,000 Pepsi-Cola 
plant have been announced by Otto 
Garcea, general manager of the 
Western Bottling Company, Spo- 
kane. Western Bottling has the 
Pepsi-Cola franchise for the six 
eastern Washington counties sur- 
rounding Spokane. 


WISCONSIN 


Richard J. Neuman, formerly a 
salesman for the Seven-Up Bottling 
Company of Green Bay, has been 
promoted to the position of super- 
visor. Plant is owned by Philip B. 
Potter. 


June, 1951 


0 Vee 


« 
f+ ees eat €** 


Here’s a combination that fondles 50 cases of bottles as gently as 
you handle one of your wife's Wedgwood cups. It's the new Towmotor 
Hydraulic Bottle Case Clamp, combined with Towmotor Mass Handling. 

Bottling plants have found it can cut truck loading time from 3 hours 
to 5 minutes .. . move and stack 1200-bottle loads . . . stack up cases of 
bottled goods and raw materials right to the ceiling . . . make savings 
that have the same effect on profits as a drop in sugar prices. And how 
about safety? One of America's largest soft drink bottling plants dis- 
covered that Towmotor reduced handling breakage from thousands of 
cases annually to less than one (1) case! 


For more details on the savings Towmotor makes for bottlers, write 
Towmotor Corporation, Div. 63, 1226 East 152nd Street, Cleveland 10, Ohio. 


TOWMOTOR 


THE ONE-MAN-GANG 


FORK LIFT TRUCKS and TRACTORS ¢ 


RECEIVING * PROCESSING * STORAGE * DISTRIBUTION 


HOW MANY PEOPLE HAVE YOU TALKED TO ABOUT AMERICANISM TODAY? 








82 Years— Still Going Strong! 


9 T’s still going strong, after when Hires first came into exist- 
eighty-two years! ence — and has been continuously 
That’s the story of the LaCrosse operating for 82 years. There is 
Bottling Works, Inc., of LaCrosse, every possibility that it was the first 
Wisconsin. bottling operation in Wisconsin. In 
Now owned and managed by Mr. any event, it is the oldest Hires bot- 
Eugene Newburg, the plant was es- tler in the State, and at present, 
tablished soon after the Civil War covers a trade area of 50 miles. 





BE SURE THE WASHER YOU BUY EUGENE NEWBURG 
HAS ALL THESE ADVANCED FEATURES an 


Crosse, has a wide beverage dis- 





a native of La- 


@ DOUBLE END DESIGN — that assures “tops” in sanitary operating aay 
conditions. tribution background. Prior to 
UNSCRAMBLER LOAD — for saving labor. taking over his present interest 6 

k 2 ; 1946, he was General Manager of 

PRE-RINSE — of improved design that conserves soak solution 

and keeps operating costs down, 


1 ates Tc se gemma — the advanced feature various civic affairs, being a mem- 
P Be. ber of long standing of the Chamber 

LONG, CONTINUOUS HIGH TEMPERATURE SOAK — that gives 0 Contin ait Go Ges Cid 

you MORE and CLEANER sparkling bottles per hour, per dollar. ° ati _ 


ee : as well as other major local organi- 
JET TYPE PRESSURE WASHES AND RINSES — eliminating whirl- 
ing spindles and brushes that mar and scratch bottles. 


DISTINCTIVE GRAVITY DISCHARGE — that eases out your bottles ? 
gently, 100 Years of Service 


VARIABLE SPEED DRIVE—that enables you to synchronize washer Three of the firm’s key employees 
speed with the speed of your filler. 


the LaCrosse Breweries for 11 


years. He is particularly active in 


zations. 


represent 100 years of service with 
THESE AND MANY OTHER FEATURES ARE YOURS the organization. John Sherman, 

ONLY IN A LADEWIG DOUBLE END WARE Plant Superintendent, started with 
Available in wide range of models and sizes 


1b ‘ the company 50 years ago at the 
Capacities —60 to 350 bottles per minute 


age of 14 and has contributed much 
to its success. Louie Poellinger and 
Arthur Heinkel, skilled beverage 
plant men, have each served 25 
years. 

What do they think of their “‘job 
security?” Are you kidding? 





H. B. Dorris, Sr. 
H. B. Dorris, Sr., 69, president 
of the Dr. Pepper Bottling Company 


i of Fort Worth, Texas, died April 
For complete information write TODAY to 24. He had suffered from a heart 


ARCHIE LADEWIG co ailment for several years. Active 
e 


in civic affairs, he once served as 
WAUKESHA, WISCONSIN, U.S.A. 


president of the Better Business 
Bureau in Fort Worth. 
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first in 


NO WONDER PEPSI IS AMERICA’S 
FASTEST-GROWING 
COLA DRINK! 


PEPSI-COLA COMPANY, 3 WEST 57th STREET, NEW YORK 19, N.Y. 
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e 
again @ @ @ while everything that you 


want to buy is short again, there’s one thing 


we can offer you in full quantity. And it’s free. 


Diamonp Technical Service is still available to help you use your supplies as 

effectively as possible; to help you by recommending the washing compound or 

cleaner which will do the most precise job for you—thereby preventing the waste 

that always results from using a compound unnecessarily strong or too weak. 

DIAMOND is eager to hold your goodwill. Take advantage of our free Tech- 

—— nical Service now, while you have greater need than ever for conservation. Let 
DIAMOND our man give your plant an Engineered Cleaning Survey. You can surely gain 


TECHNICAL 
Senvice 


by getting the most out of your materials. 


For DIAMOND Technical Service, call your nearest DIAMOND 
Sales Office. 


YN 
‘DIAMOND 





DIAMOND WASHING AND CLEANING COMPOUNDS 





DIAMOND ALKALI COMPANY...CLEVELAND 14, OHIO CHEMICALS 
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Goody Root Beer Adds New 
Bottlers 

Signing of four new franchise 
bottlers was announced recently 
by the Goody Company, Minneap- 
olis, Minn., parent company for 
Goody Root Beer. The new Goody 
bottlers are: 

Pepsi-Cola Bottling Co., Alli- 
Neb.; Coca-Cola Bottling 
Co., Beatrice, Neb.; Theo. Dietzler 
& Co., Hartford, Wisc.; and Tlusty 
Beverage Co., Rib Lake, Wisc. 


ance, 


Philadelphia Plant Featured in 
Magazine Write-Up 

The Booth Bottling Company, 
one of the leading independent bot- 
Philadelphia, 
was the subject of a page story in 
the Phil- 
adelphia Inquirer Magazine.” 


tling operations in 
a recent issue of “Today 


The article particularly stressed 
the capabilities and soundness of 
the company’s top management 
team—Emanuel Lowenstein, pres- 
ident, and his wife, Inez, who is 


sales manager. 


Dallas Seven-Up Plant Adds 
Sixteen New Trucks 

Purchase of sixteen new specially 
built, 2-ton Chevrolet trucks by 
Seven-Up Bottling Company of Dal- 
las, Inc., was announced recently by 
C. B. Kloppe, president. 

The new trucks have 4-tier, 5- 
case-wide Herman bodies. They are 
replacing fourteen outmoded vehi- 
cles and increasing the fleet number 
by two. 

Mr. Kloppe said that the fleet- 
expansion program was necessitated 
by the company’s rapidly growing 
business. Sales this year are run- 
ning 18 per cent above 1950, which 
was the best in the firm’s history. 

The company distributes its prod- 
ucts in Dallas, Ellis, Kaufman, Rock- 
wall, Hopkins, Hunt, Collins and 
Rains Counties, where it services 
more than 90 per cent of the retail 
beverage outlets. 


Nesbitt’s Awards Sales Trophies 
To Bottlers 


Nesbitt 
throughout the 


Twenty - one 
bottlers country 
have been awarded trophies by the 


franchise 
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BEVERAGE RACK BOOSTS DEALER'S VOLUME 


Fully aware of the impulse-sales-value of carbonated beverage display 
is Arthur A. Rose, right. retailer in Garwood, N. J. In recent remodeling 
of his store, six inches was pared off checkout aisle to build narrow wall 
rack shown in photo, allowing single-row display of large sizes in many 
popular brands. Winter volume on beverages has more than doubled 
since installing the rack, reports Mr. Rose. and must be replenished 
several times daily. Shoppers buying on impulse comment on the con- 
venience of not having to push the bottles “all around the store” in 


carrier baskets. 





Nesbitt Fruit Products, Inc., for 
their outstanding sales perform- 
ances during 1950. In making this 
announcement, Nesbitt’s Vice Pres- 
ident John T. Hunsaker, stated that 
over 400 Nesbitt franchise bottlers 
were included in the company’s An- 
nual Per Capita Sales Contest dur- 
ing 1950, and that every Nesbitt 
bottling plant in the country had 
an equal opportunity to win a gold 
loving cup, since each plant com- 
petes in its own population group. 


WHAT A TURNOUT! 


The winner of the first division, 
with a population of 750,000 and 
over, was the Gulf Bottlers, Inc. of 
New Orleans, Second 
and third place winners of this 


Louisiana. 


division, also winners of cups, were 
Nesbitt Bottling Company of Min- 
neapolis, Minnesota and the Nesbitt 
Bottling Company of Detroit, Michi- 
gan. Other division winners were: 

2nd Division: Nesbitt’s of Fresno, 
California, first place; Nesbitt’s of 
Seattle, Washington, 2nd place; and 


Nine of the ten Nesbitt bottlers in Montana attended the recent Montana 
State Bottlers’ Convention held in Missoula. Bill Mortieu and John Koenig 
of the Nesbitt Bottling Company of Helena “got away” before this pic- 
ture was taken but here are the others (left to right): Cliff Clark. Kalispell; 
Don Harrington, Butte: Leonard Zipperian, Missoula; Ted Stump, Livings- 
ton; Bob Jorgensen and Phil Harrington, Butte: W. W. Cassel. Havre: 
Mike Dimich, Red Lodge: George Kuckan, Lewiston, and Nesbitt's vice- 


president John T. Hunsaker. 











OUTSTANDING FLAVOR 
TOP QUALITY 
BRIGHT, COLORFUL BOTTLE 


.. backed by over 30 years of experience 
plus plenty of powerful 
point-of-thirst promotion 


Investigate SUN CREST in ’51 


7 Wa Gnape 


Comprang oe 


~ 


alice 


‘bye erg 


Atlanta. 





Nesbitt’s of Denver, Colorado, 3rd 
place. 

3rd Division: Nesbitt’s of Beau- 
Nesbitt’s 
of Victoria, Texas, 2nd place; and 


mont, Texas, first place; 


Nesbitt’s of Lafayette, Louisiana, 
third. 

4th Division: Nesbitt’s of Brown- 
wood, Texas, first place; Nesbitt’s 
at Reno, Nevada, 2nd place; and 
Nesbitt’s at 
third. 


Redding, California, 


5th Division: Nesbitt’s at Helena, 
Montana, first; Nesbitt’s at Dal- 
hart, Texas, second; and Nesbitt’s 
at Salida, Colorado, third. 

6th Division: Nesbitt’s at Burns, 
Oregon, first; Nesbitt’s at Fair- 
banks, Alaska, 2nd; and Nesbitt’s 
at Lewistown, Montana, third. 

Sweepstake plaques were awarded 
to three bottlers with the highest 
per capita sales records. There were 
Nesbitt’s at Burns, Oregon, Nes- 
bitt’s at Fairbanks, Alaska and 
Nesbitt’s at Beaumont, Texas. 


Pepsi Fires Export Shot 


Heard "Round The World 

With fanfare suitable to its loca- 
tion in the jungle terrain of deepest 
Africa, the Pepsi-Cola Company on 
April 6 opened a new bottling plant 
at Kampala, in Kenya Colony. 

News of the excitement aroused 
by the event reached Pepsi-Cola 
headquarters in New York in the 
form of this letter from E. J. Trout- 
man of Kannapalis, North Carolina 
distance from 


a point some 


Africa: 
“Dear Sir: 

On the afternoon of April 10, I 
received a radio message from a 
fellow amateur radio operator in 
Kampala. 
your company a line to express 


He asked me to drop 


his appreciation for the nice time 
he had at the formal opening of 
your new plant in his city. In 
case you would like to write this 
person, his address is Amateur 
Radio Station VQ5AU, P.O. Box 
355, Kampala Uganda.” 

P.S.: The Pepsi-Cola Company is 

writing. 
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WHAT IS IT? 


At first glance, it would ap- 
pear to be a palatial resi- 
dence. Actually, it’s an 
unusual store front in 
Nevada, Mo., on which a 
pillared veranda and multi- 
pane windows add to the 
home-like impression this 
store gives. The Double- 
Cola signs on the edge of 
the veranda are the outlet's 
chief “commercials.” 





Dad’s Launches Premium Offer 


Dad’s Root Beer Company has 
recently launched a_ nation - wide 
giveaway campaign offering a regu- 
lar one dollar pen as the premium 
for 25 cents and one Dad’s Crown. 

Every pen will bear the sender’s 
name imprinted in 23 Karat gold. 

Sam Goldstein, national advertis- 
ing and merchandising manager, 
stated that complete national cover- 
age—radio, television and point-of- 
sale — will be strategically used 
throughout the country to promote 
the deal. 


New York Seven-Up Names 
Two Vice-Presidents 

Peter T. Murphy and George J. 
Claussen have been elected vice- 
presidents of the New York Seven- 


hx 


MORE CLICQUCT DISPLAYS ON WAY 


Up Bottling Company, Inc., a divi- 
sion of Joyce Seven-Up Bottlers, 
Inc., according to John M. Joyce, 
Jr., president. 

This action by the board of direc- 
tors, Mr. Joyce said, continues the 
policy of “growth 
from within,” which elevates to 


corporation’s 


executive positions those men who 
have contributed most to the growth 
of the organization itself. Formed 
in 1935, the Joyce organization now 
operates ten plants and twenty-one 
distribution centers in New York, 
Illinois, and Wisconsin. 

Mr. Murphy joined the Joyce 
firm as a distributor in 1939, be- 
came a divisional sales counsellor a 
year later, and was named a district 
sales counsellor in 1946. 

Mr. Claussen was associated with 
Seven-Up as a distributor in Chi- 


Clicquot Club bottlers from coast to coast are planning more and bigger 
in-store promotions for 195], the parent company reports. Here is a 
typical set-up in a large New England market. Clicquot salesmen E. S. 
Mitchell and John T. Maley, shown above, serve more than 1,000 4-ounce 
sample drinks a day. in promoting Clicquot Club’s “family” of twenty 


difierent beverages. 








solid satisfaction 


There’s nothing like it—that 
well-deserved snooze after a good go at the lawn. 
Nothing either, like the feeling that comes 
when you know you've given your product the best, 
all along the way. 

This means, of course, that you’ve 
used sugar. It is always uniform, has more 
sweetening power, and brings out the best flavors 
of higher-priced ingredients. You know that 
its use will heighten the quality of your product. 

For your own gratification 
“i —and your customers’! — 


use sugar. It pays off in 


, 
a py solid satisfaction! 





NEW YORK 5 
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cago in 1938. Transferred to New 
York in 1939, he 


divisional sales counsellor in 1940. 


was appointed a 


After a 5-year period of war ser- 
vice, he returned to the Joyce or- 
ganization in 1946, and was named 
district sales counsellor in 1949. 


Hires Shows Increase In Six- 
Month Net Sales 

Net sales of $2,667,586.92 for the 
six months ended March 31, 1951, 
were reported recently by the 
Charles E. Hires Co., Philadelphia. 
This compares with net sales of 
$2,426,948.36 for the similar six- 
month period a year ago. 

Sales of the Charles E. Hires Co., 
Ltd., of Canada, the firm’s wholly- 
owned Canadian subsidiary, were 
$46,666.83 for the 6-month period 
March 31, 


$44,053.62 a year ago. 


ended compared with 


Neeco Coffee Being Promoted 
As Mixer Drink 


Neeco Coffee Soda, a product of 
Atlantic Extract Co., currently is 
being promoted as highly palatable 
with cream or ice cream, or with 
alcoholic beverages, such as whis- 











COMIC BOOK PLUGS O-C 


Orange-Crush Company has an- 
nounced the exclusive promo- 
tional and distribution rights to 
the new Orange-Crush and L'il 
Abner Puzzle and Comic Book 
for all its bottlers. The Comic 
Book will be used as a give-away 
with each 6-bottle carton pur- 
chase of Orange-Crush. 
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B-1 BREAKFAST CAMPAIGN EXPANDED 


One of the spearheads of B-l's expanded “beverages before breakfast” 
drive is this new painted bulletin currently being used by B-1 bottlers 
throughout the country. Oliver C. Thener, B-1 president, recently reported 
that the campaign is meeting with outstanding success. 





TOP PEPSI OFFICIALS HELP BOW NEW SHOW 


The new Phil Regan Pepsi-Cola Armed Forces Show got off to an auspi- 
cious start at Travis Air Force Base in California. Regan. star of the show. 
is at left. With him (left to right) are Pepsi officials Bert M. Knighton, 
assistant to the president; Board Chairman James W. Carkner: President 
Alfred N. Steele, and Harry Chesley. vice-president in charge of national 
sales. Program is broadcast over the NBC network on Sundays. 





key, gin or rum. A new tent card 
for table use, featuring the bever- 
age as a mixer, is being distributed 
to cocktail lounges, bars and taverns. 

Further details on Neeco Coffee 
Soda may be secured from Atlantic 
Extract Co., Neeco Division, 134 
Fulton St., Boston, Mass. 


Columbus, Ohio Bottler Wins 
Nesbitt’s Quality Contest 
According to an announcement by 
Nesbitt’s Vice President, John T. 
Hunsaker, the Nesbitt annual qual- 
ity contest was won by the Nesbitt 
Bottling 


Company of Columbus, 


Ohio. Second place was taken by 
the Nesbitt franchise in Reno, Ne- 
vada, and third place was awarded 
to Nesbitt’s of Brunswick, Maine. 

For taking first place honors, Mr. 
H. E. 


Nesbitt operation in Columbus, was 


Schmidt, Jr., owner of the 


awarded on original oil painting. 
watches 
awarded by the Nesbitt Company 


Gruen wrist were 
to the three plant superintendents 


who were responsible for each 
plant’s achievement. They are: Ed- 
ward P. Brinkman, Columbus, Ohio; 
Charles Belavac, Reno, Nevada, and 


A. Gagne Jr., Brunswick, Me. 


95 








Edwin C. Rice, president of the 
Coca-Cola Bottling Co., Springfield, 
Mo., has been re-elected president of 
the City Utilities Board for the 
William “Bill” 
Grey, Grapette bottler in Joliet, IIl., 


seventh time. 


was elected an assistant Supervisor 
of Joliet Township in a recent elec- 
tion. .. . Rudolph Pabst, president 
of the Hoffman Beverage Company 


of Newark, New Jersey, was recent- 
ly awarded the Outstanding Citizen 
Plaque by the Veterans of Foreign 
Wars. 
Mission Orange Bottling Company 


... John Foust, owner of the 


at Colorado Springs, Colorado, was 
recently installed as Exalted Ruler 
of Elk Lodge No. 309 in that city. 

John E. Mankin, Grapette bottler 
of Tyler and Rusk, Tex., has been 
elected president of the local Rotary 
Club for 1951-52. ... J. Roy Carter, 
Jr., co-owner of the Royal Crown 
Bottling Company of Jackson, Ten- 
nessee, was recently named Jack- 








For PLUS BUSINESS 
this summer .. . bottle 


LEMON-LIME 


by MARBERT 


You'll pick up extra sales, extra profits, when you offer 


this ever-popular summer flavor. And Lemon-Lime by 
MarBert is your assurance of a top quality product 
that will catch on fast, and hold its market. 


You owe it to your business to investigate this 
proven money-maker. Two-ounce strength, priced 


right! Send for samples and price list today. Write to: 


MARBERT PRODUCTS, INC. 


19 - LOMBARD ST., BALTIMORE 2, MD. 


MarBert 


Makers of famous MarBert Cola 
and M-P Cherry Cola Concentrates 





MILESTONE 


Fred Steffens, right. vice-president 
and general manager of National 
Rejectors, Inc., St. Louis. Mo.. pre- 
sents to President John Gottfried 
the 100.000th Electric Coin 
Changer, which came through the 
assembly line on April 4. 





son’s “Outstanding Young Man of 
1950” by the local Junior Chamber 
of Commerce. .. . Lewis Bernstein, 
brother of Harry 
N.B.G.’s Canadian representative, 


Bernstein, 


passed away recently. He was 65. 
...Musch G. Kayjan, president and 
treasurer of the Coca-Cola Bottling 
Company of Cape Cod, Sagamore, 
Mass., has been appointed to the 
Army Advisory Committee of the 
First Army for Cape Cod. 

William J. Bernard, vice-presi- 
dent in charge of sales of the 
Detroit Coca-Cola Bottling Co., has 
been named chairman of the food 
and beverage division of the Detroit 
Capital Gifts Committee. 


TV AWARD 


The “Michael” trophy for the best 
children’s program on television, 
awarded to “Super Circus.” was 
presented by N. Y. Gov. Thomas 
E. Dewey to James W. Ellis, vice- 
president of Canada Dry, sponsor 
of the show, at the recent annual 
dinner of the Academy of Radio 
and Television Arts and Sciences. 
Read Wight. t-v director of J. M. 
Mathes, Inc.. Canada Dry’s ad 
agency. is at right. 
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HOW DURAGLAS 
APPLIED COLOR LETTERING 
CAN BENEFIT YOU 


Duraglas beverage bottles with Applied 
Color Lettering give you an unbeatable com- 
bination for economy, good looks and sales- 
boosting customer satisfaction. 

As the originators and pioneers of the 
fused-color label process, our expert design- 
ers offer a unique background of know-how 
for the development of the most distinctive 
and practical label for your beverage. 

How Duraglas Applied Color Lettering 
works for you: 


. Preserves sales appeal of your pack- 
age even in water-type coolers. 


. Reduces soaker and washer costs. 


. Increases volume handled by pro- 
duction units. 


. Eliminates labeling machine and 
operator. 


. Saves cost of labels and glue. 


. Increases working space in bottling 
room. 


. Eliminates contamination of cooler 
boxes. 





. 
TRADE mane EO WS OAT. OFF. 


Las Beverage Bottles Look He ange 


OWENS-ILLINOIS GLASS COMPANY @ TOLEDO |, OHIO © BRANCHES IN PRINCIPAL CITIES 
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at less cost 


from the same bottling line 


More — Because it’s gentle — The Ermold 
Automatic Unpacker handles bottles gently, thus 
minimizes hidden damage to glass . . . cuts rejects 
or broken bottles at the end of the line . . . reduces 
stoppages. As a result, the highly efficient Un- 


packer makes possible more finished packages. 


Less cost because it is easy to operate and 
maintain. Ermold Automatic Unpacker starts and 
stops automatically to keep the washer loader filled 


. . resulting in more continuous production. 


Safe — Fully automatic safety devices not only 
protect employees, but also prevent damage to 
bottles, cases and the machine itself. 


Fast and flexible — The Ermold Unpacker 
automatically loads washers up to 12 cases per 
minute. Accepts all split to quart standard bever- 
age and beer bottles in full or half depth wooden Find Out how you can boost production from 
and two or four flap fibre or corrugated cases . . . ote cae ae ease aca oe 
with or without inner cartons. The efficient Un- packer. Ask your Ermold representative for 


a detailed analysis of your operation. Write 


packer can be installed in any position at the wash- or call today. 


er... or away from it, if space is limited. 


EDWARD ERMOLD COMPANY 


652 HUDSON STREET, NEW YORK 14,N. Y. 
OFFICES: BOSTON * CHICAGO + CLEVELAND © LOS ANGELES * MONTREAL © ST. LOUIS * SAN FRANCISCO * TORONTO * MEXICO * CUBA * ENGLAND 
FOUNDED 1880 « Famed for Labeling Leadership for 71 Years * INCORPORATED 1911 
€£139 
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PAPER MILLS 
135 So. LaSalle St., CHICAGO 3, ILL. 


PAPER MILLS © CARTON PLANTS © MORRIS, ILL.— MELROSE PARK, ILL. — MARION, IND. 
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tempting to collect 32,500,000 tons 


of high grade steel and iron scrap 
for the defense effort. The goal for 
1952 will be still higher. Bottlers 
should volunteer to aid in this scrap 
drive and will undoubtedly be called 
on later to aid in many similar 
undertakings 

Our most notable contribution to 
the Civilian Defense Program can 
come through disaster relief Let 
is not be ostrich-like and hide our 
heads in the sand. We must face 
reality and the possibility of enemy 
attack on our metropolitan and in 
dustrial centers. We must not wait 
for disaster to make preparations 
for coping with it. Now is the time 
to plan our role in civilian defense 

What can we do? 


mine to 


First, deter 
what extent bottlers can 
ve service; then, present these 
services to your local Civilian De 
fense Agency 
There are many ways. bottlers 
in serve in a time of disaster. For 
instance, bottlers in communities 
surrounding a. stricken area can 
offer their vehicles as emergency 
food and medical supply transports 


Route trucks could easily be con- 


verted into emergency ambulances 
for hauling the dead and wounded 
from devastated areas. A dual ser- 
vice can be readily seen. Food and 
medical supplies could be hauled into 
a disaster area; dead and wounded 
could be evacuated on the return 
trip 

One of the greatest dangers con- 
fronting our defense planners is the 
danger of losing a municipal water 
supply or having it dangerously con- 
taminated by germ attack or atomic 
bomb radiation. Again bottlers sur- 
rounding a stricken area could pro- 
vide immediate relief should such 


an emeryency arise. 


Bottlers could rush supplies of 
soft drinks and pure water into 
stricken areas to satisfy the de- 
mands for consumable — liquids 
Through their water treating plants, 
they could also supply treated water 
Bottlers in a 
stricken community who have their 


on a limited basis 


oWn source of water, and who might 
escape damage, could become an 
emergency source for pure drinking 
water. These same bottlers could 
also use their reserve stocks of bot- 
tled merchandise to 


thirst of a stricken city 


The soft drink industry has shown in the past that it is fully conscious 


of its public responsibilities . 


. as in this instance of a bottling plant 


distributing water to consumers following damage to the local water 


supply. The same situation can arise from a war which reaches these 


shores. 





satisfy the 


Every citizen every American 

. every businessman must contri- 
bute as much as he can to the 
nation’s defense effort on the home 
front. while our boys do their share 
in the combat areas. 





Obviously, all cities in America 
are not marked for attack by our 
potential enemy. Our larger metro-. 
politan and industrial areas are the 
ones most likely to be attacked. Bot- 
tlers in these areas, then, are the 


ones who should 


prepare most 


quickly for defense. It isn’t enough, 
however, for bottlers in target areas 
Mobiliza- 


tion plans should encompass all bot- 


to mobilize for defense. 
tlers within 50 to 100 miles of a 
potential target 

Take Pittsburgh, for instance. All 
bottlers within a 50 mile radius of 
Pittsburgh should get together and 
defense If 
Pittsburgh should suffer an atomic 
attack, it would be the bottlers out- 
side of the city who could render the 


plan their civilian 


most aid to the civilian population 
following an attack. And the scores 
of bottling plants surrounding Pitts- 
burgh could provide emergency 
drinking supplies. 

Sacrifices such as we have never 
dreamed of may be demanded of us 
in the near future. Let us prepare 
now to make those sacrifices intelli- 
gently, quickly, and efficiently. Bot- 
tlers have, on many occasions, given 
aid in time of disaster. All will re- 
call the Texas City disaster a few 
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ars ago. Several bottlers in 


the vicinity of Texas City acted 


promptly upon hearing of the dis- 
I i} y 1] heari f the di | ay bh Gold cup presented 
ister They rushed truck loads of (i 

; . x A | to owner of winning 
soft drinks into the area for the 


thoroughbred at 
injured and the emergency crews Kentucky Derby 
providing relief. Similar efforts, 


but on a much larger scale, may be 


A 
\ 


"Ae & de So DP?" 
ATT i 


y 





wih 
ry 


demanded of other bottlers much 


ond 
thes 


sooner than we think 
Our contribution in World War 


Il was largely one of maintaining 


ao 


a> 


the “morale” of the nation. Mem- 
bers of the Armed Forces, indus- 
trial workers, and civilians de- 
manded our products to maintain 
their morale and to boost their 
energy. Although a similar contri- 
bution will be expected of us in 
World War III, it will net be 
enough! We can make a much 





rreater contribution through actual 


irticipation in our civilian de- 





Now is the time to prepare 


for whatever service shall be re- N 
quired of us in the future esbitt bottlers the country over 


ybilizing for defense is no small are satisfied they have the best orange 


oon omplished by drink. Their Nesbitt’s sales are 
will require the united 
all soft drink bottlers 


certainly the effort is one 


responsible for their enthusiasm 

If Nesbitt’s is not sold in your 

worthy of our support territory we suggest you contact 
Mebilicine for defense means several of the neighboring Nesbitt 

inne bottlers, all of their bottlers. Find out for yourself 

facilities, and all manpower now why they are sold on Nesbitt’s. 

engaged in this great industry The names and addresses of Nesbitt 
Mobilizing for defense means bottlers in your vicinity will be 

ition NOW! Our homeland is now supplied on request. They will, we are 

1 target for the very weapon we sure, be glad to tell you that the 

first developed only a few years ago Nesbitt label is the “Mark of 

This nation 1s also a target for an Distinction” in the Orange Drink field 

even more horrible weapon than the 

atomic bomb germ warfare! 

Should war come to our shores, the 


ity dweller will be in more danger 


than the soldier at the front. Lack NESBITT FRUIT PRODUCTS, Inc. 


of defense at home could lead to 
2946 East llth Street, 
Los Angeles 23, Calif 


Franchise inquiries for Mexico Central and 


liminished production, which would 


n turn cut the supplies to our mili- 


I 
tary forces perhaps even strand- 


South America oddress 


ing some units on foreign soil. A Nesbitt’s de Mexico. Edif Lo Reinera, Desp 216 
3 Monterrey, N L-. Mexico 

compelling urgency should force us Canadian franchise inquiries 

high priority to the pro- Nesbitt's Orange of Canoda, Ltd , 52 Queen Street 
West, Ottawa Ontario Canada 

tection of our civilian population 


Quoting the Good Book Today 





day of salvation Let us 
are now for emergency 
e t 
which might confront our nation 2A ; 
and our industry name on Orange Drinks 
a; 4 


is like “Sterling” s d Vleer 
_— ke “Sterling” stamped on Silves 
‘This"A Mark of Distinction” Campaign will 


be seen in National magazines during 195] 


\ \ 











| In Canada 








Bottlers Angered At Tax 
Discrimination 


Canadian bottlers are still “ 


ms” over the Dominion 


nt’ 


nt’s recent budget action in con 
inuing the 50 excise tux on car 
nated beverages, but reducing the 
on such competitive items 


andy, chocolate and chewing 


National boxes save time and 
money by reducing bottle break- 
age, repairs and replacements 
Boxes designed to meet your 
most rigid specifications and 
furnished with or without 
wooden partitions 


TOWN 
TALK 
PARTITIONS 


double the life and strength of 
the box. No saw cut pieces to 
break off. Cross pieces are 
snugly slotted through each 
other forming a sturdy parti- 
tion designed for abuse. Any 
National box can be fitted with 
Town Talk partitions, 


gum 





“being denied the same relief” 


urged that the budget “be amended 
up in or adjusted so as to include soft 
drinks with those on which the spe- 


cial excise tax was reduced from 


thirty to fifteen percent.” 


as declared: 


ire direct competitors of ours and 


Pe wate), FV 


3 {>> 4-3 eda 


No. 11 


Non-partition, city delivery cases. Hold 
two dozen 11 to 16 ounce bottles. Full 
depth. Either open or closed sides. Ends 
are full strapped and hand-holed. 
Inside Dimensions: Standard for two 
doz. pints (12 oz.) approx. 17” x 1144” 
x 10”. 13/16” ends, 7/16” sides and 
bottom. 

Also available in other sizes. (Steinies). 
Printed. (Special plates furnished by 
customer.) 


BOX No. 11A 


Non-partition city delivery cases. Hold 

one dozen 24 to 32 oz. bettles. Full 

depth. Either open or closed sides. Ends 

full strapped and hand-holed. 

Inside Dimensions: Standard for one 

doz. 32 oz. quarts approx. 1544” x 1154” 

x 12”. (Note height of bottle.) 13, 16" 

ends, 7/16” sides and bottom, 

Also made for steinie quarts. 

Also available with wooden partitions 
our No. 13. Printed. (Special plates 

furnished by customer.) 


For Information write to Dept. G 


In a strongly-worded wire to the 
Hon. D. C. Abbott, Minister 
Finance, the Canadian Bottlers of 
Carbonated Beverages protested 


The national association further 


“Chewing gum and chocolate bars 





BOX & LUMBER CO. 


NEWARK 5, NEW JERSEY 





by singling us out for the greater 
tax penalty you have left us at a 
serious competitive disadvantage, 
our competition now having added 
revenues which can be devoted at 
least in part to more intensive sell- 
ing and promotional activities. 


rhe thirty percent excise tax has 
had the same restrictive effect on 
each of the industries taxed since 
the tax per unit was closely com- 
parable. Its inherent severity was 
obviously recognized when the tax 
was reduced last night for certain 
industries. We regard this as 
. When the thirty 
percent tax was imposed, soft 
drinks, candy, chocolate bars and 


chewing gum were regarded as one 


patently unjust. . . 


competitive group and were equally 
taxed. Now that the rate is re- 
duced we respectfully insist that we 
be not singled out from this natu 
rally competitive group.” 

C.B.C.B. also sent a second com- 
munication to all members of the 
Cabinet, bluntly charging that the 
Canadian soft drink industry “has 
been singled out for special tax 
treatment which is onerous and bur- 
densome.” It asked that this situa 


tion “be corrected immediately.” 


Plant Re-Named 


W. H. Donovan, Ltd., an old es 
tablished soft drink bottling busi- 
ness at Halifax, N.S., has been re- 
vamed Drinks, Ltd., following pur 
chase by a Halifax group 


New Newfoundland Plant Near 
Completion 


Construction is near completion 
on the new plant for Gaden’s Cen 
tral, Ltd., of St. John’s, Newfound- 
land, at Bishop’s Falls, Newfound 
land 


The new building measures 60 by 
120 feet, is of lumber with con 
crete foundation. There will be a 
staff of about 20, when operations 
are started. The plant will be a 
branch of the main plant at St 
John’s and will be managed by Ber- 
nard Cook, who has been in charge 
of the distribution of the products 


of the St. John’s factory, out of 
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Bishop's Falls, for some years. Be- 
sides manufacturing its own drinks, 
Gaden’s Central, Ltd ( Beverage 
Sales), has the Coca-Cola franchise 
for Newfoundland 


Prominent Bottler Retiring 
From Politics 


Hugh Mackay, of Rothesay, N.B., 
owner of the Sussex Ginger Ale, 
Ltd., Sussex, N. B., is retiring from 
active participation in politics this 
vear. He is a member of the New 
srunswick legislature from Kings 
County, which includes both Rothe- 
say and Sussex, and has been pro- 
vincial leader of the Conservative 
political party for some years. He is 
giving up this leadership, but there 
is a probability he may continue as 
a legislator until the close of his 
present term. He has also been cut- 


ting down his business activities. 


Plant Incorporated 


London Bottling Co., London, 
Ont., has been incorporated, with 
kX. H. Slater, G. G. Marshman and 
G. C. Campbell as provisional di- 


rectors 


Vancouver Parks Board Halts 
Bottled Drink Sales 


Vancouver bottlers are vigorously 
protesting a decision of the local 
Parks Board, curbing the sale of 
bottled soft drinks at its park booths 
this summer. The Board has de- 
cided instead to sell soft drinks 
from its own recently-installed dis- 
pensers, serving these beverages in 


paper Cups 


New Canada Dry Plant 
Begins Operation 

The new plant of Canada Dry 
Bottling Co., Ltd., Smiths Falls, 
Ont., started operations last month, 
with a capacity of 4,800 quarts a 
day. J. A. Wood is manager 

The plant is of cement block con- 
struction with an area of 7,000 
square feet. It will supply nine lines 
of Canada Dry soft drinks in Lan- 
ark, Leeds and Grenville Counties. 
It will also serve Renfrew County 
and the Pembroke area from ware- 
house facilities in Pembroke 
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For full, satisfying flavor that makes you think of 
ripe grapes .. . For eye-catching royal purple color 
... For the flavor with year ’round sales appeal... 


Use 
FTheoNett 


imitation 


GRAPE 


flavor base 


This fine, easy-to-mix flavor has been getting 
volume and earning money month in and month 
out for bottlers everywhere. 


For 61 years makers 
Mi. eo ett & Co. of fine flavor bases 


ts. 
330 N. ASHLAND AVE. + CHICAGO 7, ILL and extracts 











FOR THE MAN WHO WANTS 10 SAVE 
MONEY ON HIS 
BOTTLE WASHING OPERATION 





A SPECIAL COMPOUND FOR BOTTLE WASHING 





Saves Money—Cuts Rejects 
Keeps Machine in Better Condition 


Conditions are such today that the modern 
bottle washing operation must be econom- 
ical, efficient and assure sparkling clean 
bottles with a minimum of rejects. 

To help bottlers solve this problem, 
Diversey specially developed Relion . . . 
the practical bottle washing compound. 


ASSURES SPARKLING CLEAN BOTTLES 
Relion produces sparkling clean bottles day 
after day at a low cost per thousand bottles. 
Relion-cleaned bottles are film-free, spot- 
free, clean and fresh smelling. Relion helps 
you reduce rejects, too. 

From the moment you charge your bottle 
washing machine you see the outstanding 
difference Relion makes. First, you see 
Relion dissolve completely. This means 
you get 100% cleaning action from every 
ounce of Relion. Next, you feel how effec- 
tively Relion softens water . . . so soft and 
velvety. Then, see how scum, dirt, and 
sticky residue melt away under the power- 
ful cleaning action of Relion. See how the 
complete free-rinsing action leaves bottles 
so sparkling clean. 


PROTECTS YOUR MACHINE 

See, too, how Relion prevents the build-up 
of film and scale on your bottle washing 
machine. Check and see how amazingly 
long Relion cleaning solutions last. This all 
adds up to surprisingly better bottle wash- 
ing results ... to greater economy .. . to 
sparkling clean bottles and fewer rejects. 


FREE BOTTLE WASHING SURVEY 

You can order Relion from your Diversey 
D-man. Call him today. Let him conduct 
a FREE survey on your bottle washing 
operation and show you how to put it in 
tip-top shape. There is no charge for this 
service. Call your D-Man or write: THE 
DIVERSEY CORPORATION, 1820 Roscoe St., 
Chicago 13, Illinois. In Canada: The 
Diversey Corporation (Canada) Ltd., 
Lakeshore Road, Port Credit, Ontario. 


pwede 
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Vinensa DARE 


Tastes vary from place to place, but Orange is a strong seller 
everywhere! Particularly when your finished drink has the benefits 
of Virginia Dare Orange. We've a wide range to meet the tastes 
2 No. 12 of your individual market—varying in character of flavor, color, 
ae oe cloud, and price—but each is Virginia Dare, which means that 
Cloudy, with color, 100% True each is the best you can buy! 
Fruit. For a finished drink that 
captures the tangy sweetness of 
the orange itself. 

















Send for samples or contact your Virginia Dare Representative 
Golden Orange No. 19 ° 4 ’ ? 


Fresh fruit orange drink, Golden 
Orange in color. Dilute | gallon 


of Orange No. 19 with 16 gallons Representatives in Principal Cities 
of 32° Beaume Simple Syrup— 


plus fruit acids and Sodium Ben- 


toate. Makes a particularly fine A A 
drink. | 
iN 
gain oteniie IRG EXTRACT CO., Inc. 


Per ts ert ee eae Bush Terminal Building No. 10 
Brooklyn 32, New York 
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BLAST your 


equipment clean 
in half the time 





HERE'S the Oakite Steam-Detergent 

Gun—the powerful cleaning 
weapon that doubles your cleaning 
capacity, cuts bowrs off cleaning time. 


Scientifically designed, finely bal- 
anced, the Oakite Steam-Detergent 
Gun hits dirt, grease, grime three ways 
at once—instantly fuses heat, force, 
powerful Oakite detergent to get 
under, pry off all deposits, even in 
hard-to-reach areas. Lifts spray up to 
12 feet above working level. 


Light, easy to operate, gun is equipped 
with rubber safety apron, insulated 
handles, and swivel to prevent twisting 
of hose lines. No pumps, injectors, 
motors needed—just rubber hose, so- 
lution container, 30 Ibs. of steam-and 
you're ready to clean- 


Where to use it? 


* Conveyors 





Bottle cases 

Capping, sealing equipment 
Loaders 

Materials handling equipment 
Floors 


Aut oh 





Stripping paint 


Advantages? Gun eliminates 
hand-scraping, scrubbing, 
brushing. Cuts costs by its 
adaptability to a wide variety of 
cleaning jobs. Prolongs equip- 
ment life by safe, thorough 
cleaning. Steps up production 
by doing away with waste mo- 
tion, machine downtime. 





FREE demonstration. Ask your local 
Oakite Technical Service Represen- 
tative for proof in your plant. Or write. 
No obligation either way. 








Some of the outstanding fea- 
tures of the PRIESAND stain- 
less steel tank: 

@ Built to A.S.M.E. Code, U-69 


specifications 


@ Safer — Safety valve built 
into the head 


@ Lightweight — single wall 
construction, eliminates use of 
lining 

@ Durable — built to outlast 


any tank on the market 


@ Attractive — polished clean 
to stay clean 


Liberal trade-in allowance on your present old, tin 
lined tanks toward the purchase of these new stain- 
less steel tanks. ORDERS FILLED WITHIN 3 WEEKS 


Priesand Bros., (nc. "tenis tue" 











For Better Quality, Bigger Selling Beverages 


INSTALL A POLARSTIL 


Purifies and Distills 
Water for... 


LESS THAN 2 c 














PER GALLON 

The biggest help on the 
i market today for boosting 

a beverage sales. POLAR- 

r ~ STIL removes all impurities 








—insures clearer, better 
looking, better tasting beverages at an infinitesimal 
cost. Sales rise—markets expand, profits soar when 


OANITE PRODUCTS. INE. 2A Themes St. NEW YORK 6.0.1 your products are made with distilled water from a 
Technical Service Representatives in Principal Cities of U. S. & Canada POLARSTIL. Write for full particulars. 


D INDUSTRIat Cc 
l&, 
Ny 


. KITE MN COPPER & BRASS MFG. CO. 


“Ane, : a8 
Ais ; es 2734 N. Janssen Ave. e Chicago 14,° Ill. 


t 

aviz 
ec! 

o? 


METHOD 


S 
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Union Acid Proof Caramel Color #125 





® High Coloring Value 
® Free Flowing 
®@ Uniformity 


® Service 


UNION SALES CORPORATION 


DISTRIBUTOR FOR 


Union Starcu & REFINING Co, 


Co.umBwus, INDIANA 








Model 6-HF Counter on Bottle Capper ines 


Turn Up HIDDEN PROFITS 


Productimeters eliminate ‘‘profit-eating’ losses . . . 
insure economical plant operation and maximum use 
of man hours . . . provide accurate production records 
for all departments. 


Our Maintenance and Service Departments 
are at your disposal to insure continued 
operation of your present counters. 


DURANT MANUFACTURING CO. 


1920 N. Buffum St. 120 Orange St. 
Milwaukee 1, Wis. Providence 3, R. |. 
Representatives in Principal Cities 





SINCE 1879 
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—— 
Gottle sorting 

.. wth ONE BOTTLE 
gor ALL FLAVORS 


ORANGE 
LEMON 

LIME 

ROOT BEER 
CHERRY 
STRAWBERRY 
GRAPE 
CREAM 


: 


SSSSS886 


The SUN SPOT bottle is used for ANY 
or ALL SUN SPOT flavors. No neces- 
sity of a separate bottle for each 
flavor. With the single exception 

of ORANGE, any other flavor is 


optional. 


THE SUN SPOT PLAN IS FLEXIBLE! 
Write for complete details to 


SUN SPOT COMPANY OF AMERICA 


1520 RIDGELY STREET 
BALTIMORE 30, MD. 








ROYAL CROMI 
Vyvv 


.. COLA 


a7) 


iné 


PAR ip PA 


c PALE DRY . ; P XY. Ay 
Ginger CU li barking ” 


NEHI CORPORATION 
COLUMBUS, GEORGIA 





= 
si 
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Collapsible, Reusable Drum 
Developed For Shipping Liquids 


United States Rubber 
Company has developed a new 55- 
gallon _ synthetic rubber-fabric 
drum, suitable for shipping liquids 
(including beverage bases and ex- 
tracts), which can be collapsed after 
emptying, is returnable and reus- 
able. Limited quantities are already 
being produced for essential uses. 
The new drum should effect size- 
able savings in return shipping 
costs, since more than 2,500 col- 
lapsed drums can be shipped in a 
standard railroad box car that 
would hold only 300 rigid drums. 
It is made of Ustex cord fabric, 
impregnated with synthetic rubber 
and molded in one piece. The ma- 
terial is non-corrosive, non-absorb- 
ent and highly resistant to weather- 
ing. The result is a tough, flexible, 
synthetic rubber-fabric drum ap- 
proximating the size of a regular 
barrel or drum. It is equipped with 
simple yet effective fittings for fill- 
ing, emptying, and handling. 
When full, it 
without 


retains its shape 
appreciable distortion 
When empty, it can easily be fur- 
ther collapsed for return shipment 
and re-use. An empty 55-gallon 
synthetic rubber-fabric drum 
weighs less than 30 pounds. Sample 
drums will be sent to interested 
parties at nominal cost. Write Mor- 
gan Cunningham, U.S. Rubber Co., 
Providence, R. I. 


Grapico Management Plans 
Franchise Expansion 

Cecil Smith, new owner of 
The National Grapico 
Birmingham, Alabama, 


Company, 

recently 
completed negotiations whereby he 
became the sole franchise grantor 
and distributor for “Grapico” for 
the United States and its foreign 
possessions. 

Mr. Smith also announced that 
his company is now functioning 
from its newly-constructed storage 
plant and office building at 515-17 
Tenth Street North, Birmingham. 


CECIL SMITH 





30th Mr. Smith and “Grapico” 
are veterans in the beverage field. 
Mr. Smith headed as 
President and General Manager one 
of the largest bottling operations 
in Birmingham. 
been 


formerly 


“Grapico” has 
pottled in the 
south for many vears. 


successfully 


Sterwin Introduces 
New Line Of Food Colors 


A new standard line of 
secondary blends of certified food 
colors has been introduced by Ster- 
win Chemicals, Inc., a subsidiary of 
Sterling Drug Inc., New York City. 
Other blends will be 
made available as the need for addi- 


secondary 


tional colors is established, accord- 
ing to P. Val Kolb, president. 

Heretofore, Sterwin has market- 
ed 18 primary colors. The new 
colors, as well as those previously 
handled, are for use in confection- 
ery, bottling, baking and other 
veneral food industries. 

The colors come in one, five and 
twenty-five pound metal containers 
and are also custom packed in 
smaller packages to meet specific 


demands. 


U. S. Rubber’s new 55-gallon drum for shipping liquids is collapsible, returnable, reusable. 
Photo at left shows a filled drum, a collapsed drum in foreground. and a drum being filled. 
Notice no vent is needed to fill a collapsed drum. And, with the addition of a metal plate 
and faucet (right photo), the drum can be completely emptied from a hanging position. 


IT’S COLLAPSIBLE, REUSABLE 
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V. & E. Kohnstamm Producing 
Valencia Orange Oil 


V. & E. Kohnstamm of 
New York are now producing Cold 
Pressed Oil of Orange near Lake- 
land, Florida. The plant is located 
in the heart of the Valencia Orange 
growing district 
The orange peels are gathered 
from fruit canners and growers 
over a fifty-mile radius so that a 
steady supply is assured during the 
season of the crop. 
This is the 119th year of the 
Kohnstamm family’s continuous oc- 
cupation in chemical industries. 


Managing directors of V. & E. 
Kohnstamm are shown at the 
Lakeland plant. Left to right: 
Douglas Lurie, E. J. Kohnstamm, 
V. Campbell Tillman. 





sugar 
cases 
bottles 
gas 
crowns 


syrups and extracts 
fillers and crowners 


truck bodies 
labels 
acidulants 





network. 


UNITED BUILDING 





0 OF THE 
QOr wir. 


EQUIPMENT and SUPPLIES 
is furnished by Bureau Memaers! 





If you sell to bottlers, you too, need the helpful services of the 


Bureau, and the Bureau needs you to complete its cooperating 


Talking it over costs you nothing but a few well-spent minutes. 


Just let me know you're interested. 


AW. L. Smith, Manager 


UNITED BEVERAGE BUREAU 


LOUISVILLE, KENTUCKY 








washers 
brushes 
carbonators 
filters 
vendors 
cartons 


Edgar J. Kohnstamm, Vice-Presi- 
dent, shown in photo, is of the 
fourth consecutive generation of 
the family engaged in chemical in- 
dustry. 


Evans Maintenance and Parts 
Manual Now Available 

|] The G. C. Evans Sales and 
Manufacturing Company, Little 
Rock, Arkansas, manufacturer of 
the Evans Bottle Washer Heating 
Unit, has announced that their new 
maintenance and parts manual is 
now available. 

The manual covers all phases of 
the Evans Unit operation, carries 
a list of service parts, and contains 
other important information. 


Infileo Completes Tucson Move 


Infileco Incorporated, one 
of the world’s leading designers and 
manufacturers of water, waste and 
sewage treatment equipment, com- 
pleted the removal of its executive 
and engineering offices to Tucson, 
Arizona with the establishment of 
its advertising department at that 
location under Norman H. Tripple- 
horn. 

Mr. Tripplehorn assumed the 
post of advertising manager, fol- 
lowing extensive experience in na- 
tional technical advertising. 

Infileo factories and laboratories 








AWARD FOR A CARTON 


Lf 
Oren 


NATIONAL FOLDING Box COMPET TION 


Bottle Master 12, a twelve-bottle 
carrier developed by the Atlanta 
Paper Company for Coca - Cola 
received first award in the An- 
nual Carton Competition spon- 
sored by the Folding Paper Box 
Association of America. Unit's 
rigid construction (it is made 
of laminated, weather resistant 
Kraft material) permits automatic 
loading and unloading. Carton 
also lends itself to dramatic ad- 
vertising display. 
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TOWMOTER DISPLAYS 





It’s a FLAVOREX fact: 


The real thing 





Towmotor Corporation. Cleve- 
land, unveiled its 1951 line of lift 
trucks at last month's Materials 
Handling Exposition in Chicago. 
Thousands visited the special 
Towmotor Display. feature of 
which was the new Model 480-P, 
above. 








remain in Chicago, where the com- 
pany has been located for 58 years. 
Engineering, sales and advertising 
functions are all now being admin- 
istered from the new Tucson office, 
currently located in temporary 
quarters 
shortly 


Plans are to be announced 
for construction of a 
building in 


new 
the 
executive branches of the company. 


Tucson to house 








NEW UNLOADING HAND TRUCK 


GAIN public demand and 
repeat profits. Give folks 
the real thing in your Black 
Cherry and Black Rasp- 
berry beverages. Made 
with FLAVOREX real 
fruit flavors, your drinks 
are better—much better. 


Way its made—makes it better 


Only the plump, finer 
fruits enter FLAVOREX 
“quality controlled”’ plant. 











Keen hand truck with a lever in the 
back center that unloads the case 
load easily and efficiently from the 
nose plate. Just pull the lever back. 
and the hand truck rolls away from 
the load. This new truck makes it 
easy to unload cases in a narrow 
and limited space. Constructed of 
one-inch steel tubing, electrically 
welded. Made by Keen Manufactur- 
ing Co., Harlingen, Texas. 


® ¢ 
e 


302 S$. CENTRAL 
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sells best! 


REAL fruit flavors for your brand— 


Scientifically processed, 
FLAVOREX fruit flavors 
have all the coveted sweet 
freshness of the harvested 
fruit. Its the real thing for 
your trade. 

Taste-test it yourself. 
Write for generous samples 
of syrup—ready to bottle 
. .. or place trial order for 
Black Cherry and Black 
Raspberry. Stock crowns 
available. Prompt delivery. 


For the real thing in Loganberry, Blackberry, 
Strawberry and Fruit Punch, get it from — 


"TLAVOREX 


MAKERS OF FINE. FRUIT JUICE FLAVORS 
AVE., 


BALTIMORE 2, MD. 





"S 
Four sizes in each swer for fast, low-cost, 
model...capacity trouble-free cooling... 
- range from 5 to 50 Write for literature 
Above Model re here is th - tai 
grec ante ases, e is the an and complete details, 


Ab 
Dulux Baked Enamel i Model DB-21 


Finish, Stainless Steel Top BEVCO Adtehic Distior Grille j 
ide- Lids, Ad- The +// di , ‘ 
pH, Silden Grills “C™ Company, 06, with No. 282C Single-Spout Water 


Models Dry Operated. Equipment ‘'DB'' Models . . . ~~ 


Sizes—4, 5 & 6 Ft. 3316—28 S. Broadway « St. Louis 18, Mo. S"Ion’* * S*—* 


CHOICE OF THE TRADE IS THE “BEVCO=-MAID” 


White Rock Reports New EXPENDABLE PALLET 
Expansion Move r 


The White Rock Beverage 
Company has leased new warehouse 
and distributing depot facilities in 
Bronx (N. Y Whitestone Termi- 
nal “to service the tremendous in- 
crease in volume the company is 
enjoying from the Bronx and West 
chester County,” according to Al- 
fred Y. Morgan, president 
Two bottling units will be in-_ 
stalled next year in the 50,000 s¢ An expendable fibre board pallet that is lightweight, yet strong enough 
ft. space that White Rock will oc- to withstand rugged handling is offered by Mead Board Sales, Inc., 3347 
cupy in the building, and approxi- Madison Rd., Cincinnati 9, Ohio. Features are solid smooth deck, wood 
- . supports, resistance to moisture, and four-way accessibility. 
mately 50 route trucks will be used. 


Citric Acid 


SUBSTITUTE 











CROWNS | 





Acid Solution” is a scientifically blended food and 
beverage acidulant which faithfully duplicates the 
acidifying flavor of citric acid. 


| Used by hundreds of discriminating bottlers for many 
| 0 with excellent results. Sethness “Acid Solu 
| ion” is recommended for use in all beverages re- 


gardless of the flavor 


The strength of Sethness “Acid Solution” is posi- 
tively guaranteed—one gallon is equivalent in acid- 
ifying strength to 10 lbs. Citric Acid Crystals 


Single Cases (4 gals.) $2.50 per gal. 
5 Cases $2.25 per gal. 
30 gal. barrels $2.10 per gal. 
50 gal. barrels $2.00 per gal. 


PENN has been servicing the industry with Preci- 
sion-made, brightly lithographed CROWNS for 
more than 20 years. Need delivery in a hurry? 
Need special decorations? — Stock designs? — 


Just call. We also manufacture metal screw caps 
Barrels are a superior package—finest white oak 


construction, specially lined with paraffin 


from 18mm up to 89mm. 








SETHNESS PRODUCTS COMPANY 


1300 West Division Street Chicago 22, Illinois 


Penn Cork & Closures, Inc. 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, W. Y. 
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annourenc | A NEW SPARKLING COFFEE | “"c::;°" 


COFFEE, the drink everyone loves. The drink that sells—and sells—and sells. Four times 
as much COFFEE is sold as all soft drinks combined. 











The Pan American Coffee Bureau and the National Biscuit Company are spending two 
million dollars this year to advertise COFFEE 


Our Dr. Heyman is a COFFEE EXPERT. More than thirty years COFFEE experience are 
put into this new COFFEE concentrate. We supplied the Government with more than a 
million dollars worth of instant COFFEE. We received a certificate of appreciation from 
the Quartermaster after World War Il. 
@ Write us for samples and @ Manufacturers of Concentrates 
for H 


2 r Hot and iced COFFEE. No 
full particulars, refrigeration necessary! 


HEYMAN PROCESS CORP. J stan ssss: 22 Lewis St., New York 2, N.Y. 
“Strawberry Cream” Added to WHISTLE & VESS IN NEW QUARTERS 
Salient Line 


Salient Flavoring Corpor- 
ation, 51 Suffolk Street, New York 
City, has announced the addition to 
its line of a new fruit flavor 
Strawberry Cream. 

A 4-oz. product, Strawberry 
Cream is reported to be a “genuine 
true fruit” containing other na- 
tural flavors, and is specially blend- 
ed with pure vanillas. Harry Jack- 
ness, Secretary-Treasurer, further Whistle & Vess Beverages, Inc., are now occupying their new spacious 
declared: “The consumer market quarters at 5020 Arsenal St., St. Louis, Mo. The modern structure features 
has long waited for an outstanding individually-designed offices, a maximum of hatural lighting. and syrup 


ieeeaiictilia aie irink. We i. laboratories having all new. up-to-date equipment. Vice-president L. C. 
Fite ice, lactacin cen Md — . Crook terms the new building “our dream.” 
bottlers to write for samples.” 











Use Berghausen’s 


CARAMEL COLORING Famous Flavors 
It’s Safe : for Forty Years! 


For forty years Penrith-Akers has supplied taste- 
appealing, profit-making flavors to bottlers from 
¢ coast to coast. Penrith-Akers has been a pace- 
setter in the flavor field . . . developing distinctive 
new flavors and improving the old standbys. 


CARAMELS FOR ALL PURPOSES it caer are better than ever . the 


The Penrith-Akers representative will be glad 
to help you with your beverage problems. He'll 
Colas ad Root Beer e Other Beverages show you how to make better products for top 


consumer satisfaction and greater profits. 





Write for your 
copy of the 1951 


rE BERGHAUSEN CHEMICAL VALE 


4538 W. MITCHELL AVE. MANUFACTURING COMPANY 
Cc | N Cc | N N A T | 3 y] ‘ 0 H | 0 : we she vera Se re Ca 
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Certain Meyercord Decals Are 
Now Fungus-Proof 

Certain decals manufac- 
tured by the Meyercord Co., Chi- 
cago, are now also fungus-proof, 
the company has announced. At no 
additional cost, Meyercord reports, 
this special feature is being incor- 
porated in all future runs of Meyer- 
cord’s type C and type G mar-proof 
decals—those specially designed for 
high resistance to abrasion, mois- 
ture and temperature extremes. 

C and G fungus-resistant decals 
are durable and washable—com- 
plete immersion won't destroy their 
high legibility or adhesion. They 
are not affected by acid, alkali or 


alcohol, and are available in all LADEWIG ‘WASHER FEATURES STEP-UP DESIGN 

gi ke : vite ; This 6-wide bottle washer was custom-built by the Archie Ladewig Com- 

sizes, designs and colors. pany, Waukesha, Wisc., for the Abbeville Coca-Cola Bottling Co.. Abbe- 
Further information may be ob- ville, S. C. A bottle storage room 28 inches lower than the bottling room 
s nie " eee made this special “step-up” design necessary to meet an unusual plant 

tained by writing The Meyercord condition. As installed in the bottling plant, the loading end of this 

Co., 5323 W. Lake Street, Chicago double-end washer is completely separated from the bottling room by a 
1 Til. partition at the near end of the upper floor level. 





continue the long-established com- the industry. 

pany policies with the present man- The company has reported that 

agement and employees remaining several 6-valve Specialty Automatic 
A financial and industrial with the company. In addition, new Rotary fillers and Cappers have 

group has purchased the outstand- products and production facilities been adapted to the filling of spring 

ing stock of the Specialty Brass will be added in the future so that water, fruit juices, and other li- 

Company. The new owners plan to Specialty Brass may better serve — of similar viscosity. 


Specialty Brass Company 


Under New Ownership 


| Gshi inon ~% . 


. . the kind "aeons ae 
enjoyed since childhood . 
now bottled rd over 250 bottlers with phenomenal 
(and profitable) sales. Write today—franchises 


Get Full-Rated aoe .Plenty i a eo TAA available in many territories. 


{Tom Collins Jr. franchises also available.) 


Low Cost Steam with a KISCO-BILT ‘ A. J. LEHMAN CO. 212, Sycomore. st. 
CABINET BOILER | 


EXCLUSIVELY DESIGNED FOR 
GAS OR OIL FIRING 











BEBEBSBESBESBE BERBER BERBER RB ERE BSB 
—— =, 
“i 6-CASE 
BEV-FOOD , 
With 6'% 
COOLERS inc sam 
retrigerator 
Efficient WET or DRY operation 
Five-sided refrigeration. 
Three-inch fibre glass insulation 


ive-year warranty on the hermet- 
ically, sealed, permanently oiled 6-CASE 
compressor at no extra cost. Saves BEV-COOLER 
you $5.00 
Mass produced by America’s largest 
manufacturer of private brand refrig- 
erators. 


Write today for literature and prices. 


« - » ~ 
Anrthraft 24-CASE [> 
MANUFACTURING CORP. ®EV-MASTER By 
1125 E. Kibby St., Lima, Ohio, U.S.A. 

*Trademark Reg. U. S. Pat. Off. 
~~ 


. gives you fully automatic 
steam production. No fireman 
needed . It operates almost 
entirely without human atten- 
tion. And because it is auto- 
matically controlled it main- 
tains even pressure, uniform 
water level and steam space 
ot all times, which results in 
more efficient, more econom- 
ical operation. 


Write for 
Catalog DC-6 
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New Automatic Pallet Loader 
Handles 36”-Wide Pallets 


} The Lamson Corporation, 
Syracuse, N. Y., has developed a 
new Automatic Pallet Loader for 
36”-wide pallets. Previously 40” 
was the minimum pallet-width han- 
dled by the mechanical loading de- 
vice. The new modification now 
brings the time and labor saving 
advantages of mechanized pallet 
loading to those industries whose 
products are best palletized on 36”- 
wide pallets—for example, the soft 
drink industry. 
manual 
pallet loading in mass production 
operations, 


Designed to eliminate 


cartons or cases are 
conveyed to the top of the loader 
where electro-mechanical devices 
position them and push them onto 
pallets. Not only does the machine 
position alternate containers for 
best pallet arrangement, but when 
more than one size container is in 
production, the machine automa- 
tically positions intermittent prede- 
termined pallet lots so that each is 
stacked properly on its pallet. A 
magazine within the pallet loader 
automatically 


supplies pallets as 


preceding loads are completed. 


TRADE MARK REG. 
cum STATIONARY 
some, = BOTTLE 
OPENERS 


Eliminate loss of 


bottles and contents. 


Prevent danger to 
the public. 
Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 


HOW IT WORKS 


June, 1951 


1300 W. DIVISION ST., CHICAGO 272, ILL 


Lamson’s Automatic Pallet Loader 





Loaded pallets leave the machine 
by roller gravity conveyor. They 
are picked up by fork-truck and 
transported to storage or directly 
onto carriers. 

When used in bottling plants, the 
Automatic Pallet Loader handles 
both “flat” and full size cases. 

For further information on the 
use of the Pallet Loader for han- 
dling specific types and sizes of con- 
tainers, write the Lamson Corp., 
Syracuse, N. Y. 


Electronic Equipment Catalog 
Offered To Bottlers 


O Milo Radio & Electronics 
Corp., New York City, wholesale 
distributors of industrial electronic 
equipment, is offering free to bot- 
tlers a copy of their 1053-page cata- 
log. 

This well-illustrated book lists 
the products of the major radio- 
electronic equipment manufacturers 
in the U. S., complete with prices 


It Costs No More to Use...Our 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 
it is brilliantly clear, free flowing, and exceptionally strong. 


You take no chances when you take advantage of our experience and 


service. You are assured of quality and dependable performance, 


backed by 70 years devoted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


The World’s 


¢ 41-11 29th ST., LONG ISLAND CITY 1,N.Y 





Best 
Opener 


VANILLIN 


ZIMCO*LIGNIN VANILLIN U.S. P. 





A Natural Source Vanillin Originated 
and Manufactured in the United States. 





A Finer Vanillin of Exquisite Aroma. 





Consult your flavor supplier 








° 2 
are. 
SUBSIDIARY OF STERLING DRUG INC 


1450 BROADWAY, NEW YORK 18, N.Y. 


445 Lake Shore Drive, Chicago 11, HL. 
FACTORY: ROTHSCHILD, WISCONSIN 














We've Still Got ‘Em . . . Bottlers Duplicate and Triplicate = = 


S ALES BOO KS IMPRINTED WITH YOUR NAME 4: reer tee 
AND NUMBERED — As Low As Each =| iim “= 
Order Now! 70-90 Day Deliveries . . . While Paper Stocks Last! r 


Designed exclusively for bottlers. Time saving. Efficient. Your name imprinted in heading. Your products listed 
in body of form. Available with consecutive numbering if desired. 


Made of fine quality bond or poster paper with heavy-duty binding for rough handling. Long life carbons 
give clear, legible copies. 


Send a sample set for free quotation, or write for price list. 


VI Riana BUSINESS FORMS CO. 53 W. Jackson Bivd. : Chicago 4, Ill. 











and discounts, and will serve as a manufacturers of electric industrial space at the Chicago plant of Pais- 
valuable ready-reference buying trucks and tractors since 1917. The ley Products, Inc., industrial ad- 
guide to officials seeking a fast, de- Crescent Truck Co. will be operated hesive manufacturers, has been an- 
pendable source of supply as a division of Barrett-Cravens Co nounced by Murray Stempel, Vice 
Milo maintains a large inventory All sales will be conducted from President and General Manager. 
of standard parts and equipment the general office of Barrett-Crav- 
used in many industrial fields. For ens Co. at 4609 S. Western Blvd., 
a copy, write Milo Radio & Elec- Chicago, Ill. Engineering and 
tronics Corp., Dept. NB, 220 Green- manufacturing operations will be 
wich St., New York 7. continued at Lebanon. 


The enlarged storage area re- 
sulting from the construction proj- 
ect will provide space for an addi- 
tional 1,000,000 pounds of raw ma- 
terials and finished goods. All proc- 
essing equipment planned for the 
production area will be stainless 
steel throughout, which enables a 

Barrett - Cravens Co. has ~ Further interior remodel- more flexible manufacturing pat- 
announced its merger with the ing, construction of additional man- tern for the diversified line of 
Crescent Truck Co.. Lebanon, Pa., ufacturing facilities and storage adhesives produced by the firm. 


N Fanci 
AMERICAN 


(0 
pe tiockins pRE-ASSEMBEE 


ARTITION 


© Speed up case loading. 


Merger of Materials Handling Paisley Resumes Expansion 
Equipment Manufacturers Program 


























® Reduce breakage. Minimum bottle 
movement 





for a Profitable ® Low cost per trip. Re-usable. 
Drink That’s Different? —— | ® Save labor costs. 


dt —— - - = | © Save shipping weight over wooden. 











® Save overall case size. 
Birchola is a delicious beverage that has that real "fresh © Hel Abobiests dtent cl m 
from the woods" flavor. There are many years of solid die P — ma — —" Pere Pewee 
popularity behind it—it has been sold in bottles, at foun- “a kb edad Sahil te 

tains and from kegs. 
Birchola is now being offered on an exclusive franchise me/LLcan 
basis. We have a set up that can't be beat from a profit 

stand point, including low flavoring cost-per-case and PARTITION CORPORATION 


sensible advertising and promotional plans. 
3043 N. 30TH ST. UPTOWN 3-5100 MILWAUKEE 10, WIS. 


Write, wire or ‘phone now for more complete details . . . Eastern Plant and Sales Office: Bound Brook, New Jersey 
Bound Brook 9-3/00 
THE BIRCHOLA COMPANY Wasim Reprnnttve: Seeman Hermes Co. ~ Ebrook 232 


Merchants Exchange Building, San Francisco 4, Calif. 


319 North Sumner Avenue Scranton, Pa. Midwest Sales Representative: 
767-73 Milwaukee Ave.. Chicago 22, Ili. — Monroe 6-192 
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NAMES IN THE NEWS 








NN 
PROMOTED BY MOJONNIER 

Lee P. Bickenbach, associated 
since 1949 with Mojonnier Bros. 
Co., Chicago manufacturer of 
beverage processing equipment, 


The Hygeia— Bowden Single 
Valve Water Filter is a rapid 
flow type and removes sus- 
pended matter, turbidity, 
chlorine, iron, taste, odor 
and discoloration. 

These filters produce the 
clear, sparkling water essen- 


has been named sales engineer : tial to good flavor, uniform 
in charge of the Florida district. , quality and better beverages. 
Mr. Bickenbach previously served : They are available in various 
the company in the Southern F , - war ? by sizes and capacities. 
California region. % Ask for further information 
Bowden Single Valve . on these filters used widely 

Water Filter ' in bottling plants. 

Hygeia also makes the Lynn Self-Cleaning 


Stone Filter used in Bottling Plants 


WYANDOTTE APPOINTS HYGEIA FILTER COMPANY 


Frank B. Wolcott has been named | WARY MARING Pear Waa DETROIT 11, MICH. 


general manufacturing manager 
of Wyandotte Chemicals Corp., 
and will supervise chemical, com- 
pounding and transportation ac- 
tivities. Stephen T. Orr, vice- 
president in charge of manufac- 
turing, announced the appoint- 
ment. 


WONDER ORANGE NAMES 


Joseph L. Piot has been appointed 
Wonder Orange Company's divi- 
sion sales representative for the 
states of Iowa, Kansas, Missouri 
and Nebraska. according to sales 
manager Ben B. Buehrig. Mr. Piot, 
who was sales representative for 
the company during 1947-1949, 
will headquarter in Belleville. Ill. : ae l "B 

He will be active in establishing ; ircumstances alter cases... everage cases 
new Wonder Beverages and 


are no exception. Their size, shape and construc- 
Rummy franchises. 


tion features are determined by the physical charac- 


teristics of individual bottles. 
JOINS FELTON CHEMICAL 


Selen G Widiiidn, abd “Custom-made” beverage cases are correctly 
supplyman, has joined the sales designed to suit your needs, thus reducing break- 
staff of Felton Chemical Co., Inc., 
Brooklyn, N. Y., sales manager 
Frank Brumburgh has announced. 
He will concentrate his efforts on T nt . G R . F N 
Felton’s line of basic flavoring 

materials, essential oils, and aro- 265 Post Road 

matic chemicals. 


age to a minimum. 





June, 1951 











Ginger pole Flavors 


— FEATURING — 


MONTE CRISTO 
THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


THEALL & PILE, Inc. 


New York 7, N. Y. 


297 Pearl St. 





BROMINATED VEGETABLE OILS 


HIGH AND LOW GRAVITIES 


For Making Ringless Cloudy Emulsions of Orange, 
Lemon, Lime, Pineapple, Etc. 








KOLA CONCENTRATE #382 


V4 oz. to 1 Gal. of Syrup 


Samples and Prices on Request 


Superior Flavor 











DOMINION PRODUCTS, INC. 


10-40 44th DRIVE 


L. 1. CITY 1, N. Y. 














PERSONNEL CHANGES 


Filter Paper Co. 
The Filter Paper Company, Chi- 


cago, manufacturers of filtering 


materials, has announced the ap- 
pointment of Joseph M. Bernotus, 
Jr., as export manager. Mr. Berno- 
tus has had considerable experience 
in international trade, and is well 
known in export and international 


trade circles 





HAN dadakadd dasha ald, ib sepvvveen 


Previously, he was sales manager 
for the Chicago branch of the Fal- 
staff Brewing Corp., of St. Louis, 
Mo., and for the last eight years 
managed and supervised all export 
business for Darling & Co., Chicago, 
[lHinois. 


Liquid Carbonic Corporation 

W. A. Brown, Jr., Vice-President 
and General Manager of The Liquid 
Carbonic Corporation, Chicago, an- 
nounced the appointment of John A. 
Graham, Jr., as Coordinator of Ad- 
vertising. The position replaces the 
office of Advertising Manager held 
by Bernard J. Oos up until the time 
of his recent resignation. 

With the various sales managers 
working directly with Liquid’s ad- 
vertising agency, Mr. Graham will 
as a liaison man between the 
the 


act 


sales operations and agency. 


Wm. J. Stange Co. 

Bruce Durling, son of Bill Dur- 
Man- 
ager of Wm. J. Strange Co., manu- 


ling, President and General 


BRUCE DURLING 





facturer of Peacock Brand Certified 
Food Color and C.O.S. 


Spice) 


(Cream of 
was elected a 
Vice-President at the Annual Meet- 
He 


has been associated with the com- 


Seasonings, 
ing of the Board of Directors. 


pany since 1940. 

In a later announcement, H. R. 
Ansel, secretary-treasurer, reported 
the promotion of T. R. Miles to pro- 
duction manager. 





be \ ! 4 


— MIGHTY MIDGETS — 


Your BOTTLE in MINIATURE will boost sales and be your 
Made up in exact duplicate to YOUR 
bottle and label, they are ideal as favors to customers, visi- 
tors, distributors and dealers. A low-priced advertising nov- 


best advertisement 


elty. Contents non-alcoholic. 


Write for samples 
and prices of de- 


sired quantities. 433 N. 2nd ST. 
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Fal 


Tue 





COLA 
LEMON 
GINGER ALE 
SELTZER 


sul 





MILWAUKEE, WIS. 


Multiplex 
For BARS and TAVERNS 


Fresh Carbonated Drinks 


MULTIPLEX FAUCET COMPANY 


4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Manufacturers of Beverage Dispensers for 45 Years 


Stainless 
Steel 


Dispensers 


SPEEDS SERVICE 
INCREASES PROFITS 
ELIMINATES BOTTLES 
Write for Folder and Prices 
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ZEPHYR BODIES 
ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 


SPECIALTY ENGINEERING CO. Allegheny & Trenton Aves. 


Philadelphia 34, Penna. 


Thatcher Glass Mfg. Co., Ine. 

At the recent annual meeting of 
the Thatcher Glass Manufacturing 
Company, Inc., Elmira, N. Y., the 
following directors were reelected: 
Jervis Langdon, Ray W. Niver, Wil- 
liam H. Mandeville, Frederick W. 
Swan, Lewis H. Durland, Franklin 
B. Pollock, F. K. Rodewald, S. G. H. 
Turner, and Louis Yaeger. 

At the Board of Directors’ meet- 
ing which followed, the following 
officers were elected for the current 
year: 

Franklin B. Pollock, President; 
William H. Mandeville, Vice-Presi- 
dent and Chairman of the Executive 
Committee; F. K. Rodewald, Execu- 
tive Vice-President and General 
Factories Manager; D. R. Parfitt, 
Vice-President in Charge of Sales; 
W.S. Powers, Secretary and Treas- 
urer; and W. E. Stroup, Assistant 
Secretary and Assistant Treasurer. 


Infileo, Inc. 

The Board of Directors of Infilco, 
Incorporated, has announced the 
election of Lawrence K. Cecil as 
Vice-President. Mr. Cecil had been 
General Sales Manager of the com- 


rolls... folds in any direction! 


Cash in on this 
popular sure profit, ~ 
year ‘round beverage 


START BOTTLING 


KAYO... the leader 7 


in Chocolate Drinks for 


over 25 years 


CHOCOLATE PRODUCTS CO. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 





pany since August, 1950 and has 
been with Infilco for twenty-five 
years in the capadity of Sales Engi- 
neer and District Manager. 

In a later announcement, the com- 
reported that Harmon E. 
Keyes, chemical and metallurgical 


pany 


engineer, has joined its technical 
staff as a special consultant. 


Monsanto Chemical Co. 

One of the nation’s leading atomic 
Charles Allen 
Thomas, has been elected president 
of Monsanto Chemical Company, 
St. Louis, Mo. 

Dr. Thomas, who was prominent- 
ly identified with the production of 
the atomic bomb and co-author of 


scientists, Dr. 


a plan for control of neuclear weap- 
ons, was chosen. by Monsanto’s 
Board of Directors, and took office 
May 1. The 51-year-old scientist re- 
places William M. Rand, who retires 
under the company pension plan. 

Dr. Thomas had previously served 
as Monsanto’s executive vice-presi- 
dent since 1947. Mr. Rand will con- 
tinue on Monsanto’s board. 


Exceptio 

nal flex;. 
a With fui no 
ective Walities of 


HI-Y-EE—Pineapple | 


CHERRY. 


Pepsi-Cola Co. 

Robert T. Moncure, a veteran of 
30 years in the soft drink industry, 
has been elected a vice-president of 
the Pepsi-Cola Metropolitan Bot- 
tling Company, a wholly owned sub- 
sidiary of Pepsi-Cola Company, it 
was announced last month by Var- 
ney Graves, president of the sub- 
sidiary. 

Mr. Moncure, who joined Pepsi- 
Cola in 1939 as a member of the 
sales division, will assist Mr. Graves 
in the administrative duties of com- 
pany-owned bottling plants. 


Dad’s Root Beer Co. 

Two appointments were an- 
nounced recently by the Dad’s Root 
Beer Co., Chicago. 

Andrew Stone, a veteran in the 
beverage industry, has been named 
National District Manager for the 
New England Bottling Division. 

William H. Russell, who formerly 
operated an advertising, marketing, 
and merchandising agency, has been 
appointed National Sales Manager 
of Dad’s Fountain Flavor Division. 


DELIGHTFULLY 


REFRESHING 
Hi-Quality Extracts and Flavors 


10. CREAM—! oz. GRAPE—4 
4 oz. BLACK RASPBERRY and BLACK 


Announcing Our New Full Line of 


Certified Food Colors at Schedule Prices! 


Write Dept. 591-C 
for samples and 


literature 


"MANUFACTURING CO., INC. 


591 Ferry Street, 


Newark 5, N. J. 


CORRUGATED PAPER PRODUCTS SINCE 1919 


June, 1951 


Full Line of Soda Water Flavors. 
Write for Samples and Prices. 











Now is the time to buy 
that Water Polisher! 


Filpaco | © 


COMMON SENSE 
DISC FILTERS 


Improved taste and appear- 
ance of your beverage 
means increased sales! 























Depend upon REX Root Beer 


Compound to produce a smooth, 














Capacity for water at 25 
Ibs. pressure is more than 
300 gal. for the first hour. 
Uses inexpensive filter pa- 


creamy, rich beverage that tastes 
so-0-0-0 good! It’s balanced and 
blended perfectly. REX quenches the 
thirst, satisfies the palate and keeps 


per or cloth. folks coming back tor more. Builds 
steady, repeat sales for you. 
Other “Filpaco” Products for A 4-ox. compound $ 75 


. : with color...per gal. 
the Beverage Plant: Filter le aaut tae aaa 


Presses, Stainless Steel Tanks, oN Freight allowed on 8 gal. shipments 
Transfer Pumps, Conveyors, 5; 

WRITE TODAY! Filter Paper, Fiiter Cloth. { re 

tne FILPACO INDUSTRIES 


The FILT . 
Aha nian het eA C.0. & W.D. SETHNESS COMPANY 


1926 SUNNYSIDE AVE. e CHICAGO 40, ILL. 



































more cases per man per day with 


BURNS MASTERLINE FILLERS 


Write and let us tell you how you can pay for your 
BURNS equipment out of the savings it makes. ... 


ACID PROOF CARAMEL eA 
FOAMING TYPE CARAMEL M20 do. nai nie sour soy ofthe 


It is your guide to increased profits, 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Samples on Request 


D. D. WILLIAMSON & CO.. Inc BURNS BOTTLING MACHINE WORKS, INC. 
; 5 so senrdamte AVENUE, LONG ISLAND CITY ne Y % Established 1919 
1901 PAYNE STREET, LOUISVILLE, KY 2229 KIRK AVE. BALTIMORE 18, MARYLAND 
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CLASSIFIED SPECIAL CLASSIFIED 
ADVERTISING ANNOUNCEMENTS ADVERTISING 





: FOR SALE.— Bottling plant; nationally ad- 

vertised beverages ; located in the heart of the 

RATES AND GENERAL BOTTLERS TRADING POST } -s h; cx overs 18 counties with a t tal pop 

INFORMATION WE BUY SELL EXCHANGE i s of 1,000,000 people including a city of 

. ° 850,000; now operating 9 route trucks ; 

ON CLASSIFIED nego ag st ok ant yer ye includes 8 wide liquid soaker, 32 

e spout Liquid filler, 8 head crowner, 10 ton York 

For Sale, Exchange and ante SPRING IS HERE AND SUMMER ice machine; oats reason for ate rel is th op gist 

as are pong ae = IS COMING ... has other businesses; this plant is being offered 
ers a e tollowing rates: words, | 


at a very low price for quick sale; very little cash 


$1.50 each insertion; 6¢ for each addi- That means you will soon money. is needed if purchaser has operating capi- 
tional word. Address or box number be needing bottles. tal.—K.T., BOX 468.—4.: 

is not included in word count. A num- WE OFFER: 
ber, or group of numbers is considered 7 ox. flint sodas—1000 full depth Cs. FOR SALE.—Bottling plant, land 

as one word. Toll 12 oz. flint—3000 full depth Cs. eC ent ; _ ated in Port Arthur, Texas; fo! 
e Orders for classified advertising Tall 12 oz. e.g. plain C. D.—2500 full deserpti ng greta cea la ecl aa 
must be accompanied by payment. depth Cs. 7 

© Those advertisements which do not 12 oz. ACL steinies—5000 full depth Cs. . ——s —— - 
comply with the established headings, FOR SALE.—Modern plant throughout; Cem 
or which advertise new products or MACHINERY supply of ‘bottles ee sate 
services are not acceptable. The Edi- 12 spout Red Diamond Filler with o »f heavy population in’ Eastern Wisconsin; price 
tors reserve the right to change or fully automatic, 6 wide, Sturdy Bilt. and deposit structure good; reasonable finaacial 
reject any advertisement submitted S. S. Tanks 100-400 gal. capacity 500 7 pails Gaahaer: et a ee 
for these columns. gal. Cem Saturator. > . ’ 

e All advertisements ap earing in 3 ton York Water Cooler, 2 yrs. old. 
these columns are bona fide. In an- ; 

swering same, please take notice that Paes BOTTLE & SUPPLY CO. INC Bathe’ SALE.—Texas_ plant 

letters must be sent to the box num- aii . ~ - 

ber, initials, name or address given by pee see dia cae... ao ea aa 
advertiser. The N. B. G. assumes no ttles per hr i anes 
responsibility for condition or descrip- 14 iy en tee it oh aer -¥7 bo 

tion of items listed in this section. ro hed: the sec 

e Under no circumstances will the Saar a ory Breae ag herr: ne : an 
N. B. G. give the names of parties he city on S klehwar: « real} 
where box number or initials are investigating ; 

given as the address. All answers | to reakiee ee ae 

sent =a of this office are promptly 

forwar 


NATIONAL BOTTLERS' IT 1S INCOMPARABLE! | rox save 


80 Broad Street, New York 4, N. Y. A-1 Cola Base Concentrate TUp ete. 0 
“The Cola of Superior Flavor” 


write for free sample te 
CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, Il. 


478.— 








ver °100,000 
































FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 











- . " oh SALE mplete unit autor c bottling 
FOR SALE hinery; consists of 


S-wide mpartment 
y mor her, Cem 28 filler m 12-head 
“r, 4 zal ver hr ap. Carbo er at 
Business Opportunities, Bottling Establishments Charles Ss J A C '@) B re) W | af Z @. tr ‘ : ng e ipmer i : ae er ve : st unless 
L : : ught new 4 yrs. z 70 i can 


3O7) MAIN STREET BurFALO 14,.N.7 AMHERST 2100 

: ; ttling 

FOR SALE | i. & 
nt: 11 : 1; lots of 


IMMEDIATE DELIVERY 


Dixie Model F 1-man automatic 

Cem 40-spt. 

New Liq. 250 Red Dmd stnis carbonator 

Liq 500-gal. stnis carbonator 

Cem 500-gal. stnis saturators 

Mojonn Carbo-Coolers, 5, 20, 40 HP 

Potter & Rayfield 10 HP cooler 

Liquid 901 cooler compressor 

Liq 5-wide Red Dmd Univ washer 

Meyer 8-wide, 3-compartment, double end, 
quort washer 

Barry-Wehmiller 24-wide, 5-compartment and 80-bottl 
quort washer 4 Rummy 

Jacob House GP-10 stainless syrup filter 1 I 

Cellulo 8-disc syrup filter 

Cem lé-head beverage mixer 

Evans gas fired water heater 


PARTIAL LISTING ONLY. What do you 
require and what do you have for sale? 





hone 2476 





thng plant 
BC K uM 
Sewing American Industry $or over 30 Years 








FOR niger og 2300-400 gr. Delaware Punch bot- 
le ACI 


FULL OPENING 
FOR SALE t! cat Zz CL; 300 gr. Orange-Crush 
D RY I 2 E 400-gr. 8-02. attractive flint sodas "ACL" Red Wine | bottles, cap amber; 250 gr. Rummy bottles, 


1400 cases 24/8-oz. flint sodas lettered "Varsity" aD. ¢ O8., Green; <W r- yeh Beverage Botiies, 


Cc @) N Vv E 4 T E 4 Ss 4000-gr. 8-oz. emerald green sodas, packed two doz. | isin) S. rt! “St, Omaha 7, Nebraska.—6.-1. 
| cartons 
Save Up to 60% of CO, Cost! 10,000 cases, 24/7-oz. flint sodas, ACL “Joe Louis” 
400-gr. 7-oz. flint stippled, lettered “Bob Davis" FOR SALE.--Dixie model C hand-feed Liquid 
800-gr. 7-0z. emerald green "ACL" water shape at WN BOTT. CO Pia eess co Pie — 
1000 cases 24/6!/2-02. flint sodas, one brand 
10,000 cases 6/64 oz. amber steinie bottles 
Will buy your surplus boftles FOR SALE. d jacket water treating equip- 
siphons - crowns ment, used 1 yr ol ong r lined tanks 


HEADQUARTERS FOR BOTTLE BARGAINS! | vitening and ce ; S frees ‘eater OF cbn- 


1. BASKOWITZ BOTTLE CO., Inc. verted ter — ank,. diameter 
1301 Grand Street Brooklyn 6, N. Y. ; 7 let. it ” 


Pa.—6 





ej a gauge, 

Take Full 50 Ib. Cakes teel cov 34" steel g c 

ior nade by Metal Glas ucts »., Belding, 

CHAPMAN’S BEVGS, ay 1., Sagi- 
1 


BEVERAGE TRUCKS a 


For Sale 
Some as low as $12.50! Write for literature on ten FOR SALE.—1 Cem 12-head mixer; excellent 
different designs. Information will also be sent you yndition; purchased new in late 104 replaced 
operation details regarding hand trucks for quick unloading in tight h larger cap.—DR. PEPP E R BOTT. 
corners. —,-1, 


ORY ICE KEEN MANUFACTURING COMPANY 
CONVERTER panagh = ir a — Vanes FOR SALE.—Dixie ndel F deluxe filler ser. 
TULSA, OKLAHOMA no. 447 and D&! > 75 ase, ser. no. 2305; 
light useage both $3, 0 ; location South Caro 
P. O. Box 1652, Tulsa, Okla. lir L. S., Box 494.—6 


We Will Buy At Any Point 


Any Quantity of Emptied 10-Galion Grapette, FOR SALE.—Stainless steel tank, 110-gal, cap., 
Double-Cola, and Pepsi-Cola Metal Cans;  {f'{2t0') motor: Moore automatic glue labeler ; 
Mi lwaukee G- ler 45 mm Dacro capping 
FOR SALE id Red sail sais and Also Wooden Kegs, Barrels and Steel = eas: Baltimore 'B 370 ‘filler, capper semi-auto. ; 
‘ S.wide 2-con : 1 t Drems. 3 mpartment galvanized tank, 120-gal. cap.; 
ot se hy Weatiughouse motor, new; must sell 
BUCKEYE COOPERAGE CO. nce; attractive prices—D. L., Box 493.—6.-1. 

3803 Orange Ave. Cleveland 15, Ohio — 
FOR SALE. “1 17-head Liquid mixer; in per- 
t runnin er; putting in one for electric 


eye.— ATL EnTIe BOTT. CO., Villisca, Iowa. 


6.-3 





WRITE FOR FREE FOLDER 


describing how you can save 
money. Gives complete construction, 














FOR SALE 


Approximately |000 gross 6!/,-ounce capacity, !4-ounce 
weight, emerald green sodas initialed on the shoulder, 
packed paper crate service cartons; also 2500 wood shells 
for 32-ounce amber Steinies. 
SIGNER BOTTLE SUPPLY CO. 
Wilstach & Dalton Sts., Cincinnati 14, Ohio . 
Phone: Cherry 6227 : ere SALE. —400-¢ 
tles istle 


ess € 


FOR ee Meyer 
w condition; for 
( AN ADA ‘DRY BOTT 
| 


ls ( 6 





1 7h ulde . 
pO gfe i a $300 per gr, Leb WH 
IACOB ADAMO -rospect i aA oe stl VESS. ‘BOTT. 

nd 4, N 


ALWAYS BUYING FOR SALE 1940 GM¢ ith open beverage 


Soda Water Tanks—Block Tin Tubing— | ‘ ie, 10 long; $300 f.0.b 


WHISTLE VESS BOTT CO., Omaha, Nebraska. 
gic Syphon Tops. Get Our Prices First! 61 naha, Nebraska 

W ADENA 

v., W 


dena, RELIANCE LEAD SOLDER & BABBITT CO., INC. 


_FOR SALE.—100-gr. : Wh CL bot- 
399 Genesee St. Buffalo 4, N. Y. a oer ce + —Witist E-VESS 
BOTT CO., Omaha, Net raska.—6 


FOR SALE FOR SALE 100-gr. T-oz. B-1 ACL bottles; 
400 gross 7'/2 o2. Tall Flint Sodas, New $3.00 per gr f.o.b.— WHISTLE-VESS BOTT. 
FOR s P aes e - ; 700 gross 8 oz. Tall Flint Sodas, New CO., Omaha, Nebraska.—6. 
Open hence more oc Rs Soopers eos 400 gross 32 oz. Clicquot Style Flint Sodas, New 
antes Manet jena x 0(--~ Aigpsin, 10,000 Cases 8 oz. Green & Amber Export Shape Beers 
¢ re z OttiE : “ Packed in 2 dozen fibre cartons : FOR me About 550 cases of Spur color 
5,000 Cases 7 oz. ACL Sodas, 24 to a case, 9'' tall in pplie« bottles and cases, full-depth; f.o.b. 
Full Depth Cases “ips te t c ea—COCA-COLA BOTT. CO., 20385 
- 1,200 Cases 8 oz. ACL Steinie Shape in '/2 Depth new r rsi Ave., E. Minneapolis 14, Minn.— 
FOR SALE.—Immediate de y m : cases ; 
read ~mixe ue turat ly 50,000 Cases of 12 oz. Emerald green Ales, Balian- 
tine Style —_— 
We Buy All Surplus Botties & Crowns FOR SALE.—Cem 20 filler, splits to qts., only 
2% yrs id, perfect condition; lso 8- 3- 
PENN BOTTLE & SUPPLY COMPANY comp. Meyer Dumore, overhauled and rebuilt 
5619 Cherry Street Phila. 39, Penna. itl last y vot! operation ; will be available 
d May 25, 1951; replacing with larger equip- 
rd ( an ADA DRY BOTT. CO., Boston Post 
cases per hr wi . pints. ats.. < td I rd, Conn,—6.-1 


; good perating conditior STOO f.o.t 
S528, earating conditions, $700, CONSULTANT 
2085 University Ave., S. E., Minneaps . . FOR SALE.—I Liquid Carbonic 24-spout filler, 
Preparation and Production of Carbonated Beverages ry rebuilt, Oct. 1946; 1 Kwik Kleen filter, 
° : new March 1947, 500 gph; 1 D&L 8-wide washer, 
Leading U.S. A. and Foreign Manufacturers new 1947; 1 Bryant 11 hp soaker solution heater, 
FOR SALE.—Cheap; need the space 24-02 Served. new Oct. 1946; 1 Liquid Carbonic 8-head crowner, 


ACL bottles, white and green, 1 name about DR. FREDERICK H. POLLACK new If 6 ; 1 Worthington air compressor, 2 hp, 
14,000 cases in wooden shells with wooden or paper new If ; open to offers, entire lot or separ -ately. 
partitions ; an 0 THE GOSMAN Lorree Laboratories [ULF 'BOTTLERS, 'INC., 2020 Abundance 
Cco., 800 Debeli ve., ltimore 5, Md.—46.-1. 8-28 Astoria Beutevard Leng istend City, N. Y. ’ ew Orleans 22, La.—6.-1 





naha, Nebraska.—6 


Nae eoOoea > 





SALE 5,000 
PAOLA BOTT 





496.—6.-1 
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CLASSIFIED 
ADVERTISING 





replacement 

lso rebuilt one 

res and 1 head 

WAT KINS 1: a )_ Prospect 
P2 


hannon, Pittsburgh 34, —3.-6. 


FOR SALE —C 
hi f 


‘omplete 


FOR SALE.—20 g.p.! i Red Diamond 
car rbonat or, $400; i itaneous water 
ler a 0 hy I 1 mpressor, $ 4 50; hone 
head Liquid beverage r $800; 2 
beverage bodie 5.00 ea <bR 
PER BOTT. ¢ ‘ 


“PEP. 


D&L 12 w 
3 ser ut t elevat 
good con ANADA DRY 
815 Central ve., Ibany, N. Y. 


veyor i ut 
BOTT. CO 
4.-3 





1 Meyer 


carb yoler type 6, 


Ir. 4-wide pint ; 


FOR SALE. 
€ M nni 110" gph, 


18-spout 

sirupers, 

being ret nachine; 

in —y r with magm z lens; 

juat Gr low-depth 30-t partition 
cases *PEPSLCOLA BOTT Main 
St., Batavia, N. Y.—6.-1 


_FOR SALE. 


Used equipment; priced 
i 200 gpk 


at qt 
excellent 
— . ae 


with storage 
National semi- 
maller, recon- 
filter SR6O, 
5-8900 imme- 


THE FILTER 
Ave., Chicago 


zlass-lined tank 

agitator, fair 
in fair cond 
COCA-COLA 
fF, Box 840, 





FOR SALE l 
> on 1 . mpletely beilt 
rwir iT t 25 


PHILIP 


ap 
A fer vole MYER 
BEVGS., 843 E it t fronx, N. Y 6.-1 


Nehi cases 

yal Crown 

1 metal Kuhns 

at $400 ea.; 

id carbonator a 
“r at $1,000. 

Ravenna, 


FOR SALE 
25c ea.; 2, 


5,000 fu 
» full 


compartment 


al 
PEPSL-COL: 
Akron, O 


June, 1951 





FIRSTENBERG’'S 


SPRING SPECIALS 


FACTORY 
REBUILT 
GUARANTEED 


Bottling Equipment with Savings 
Up to 50% 


We still have a complete 
stock of good, modern, fac- 
tory rebuilt machinery, IN- 
CLUDING such desirable 
items as: 

© 24 spout Liquid Red Diamond Filler & 
Crowner 

2-24" Loomis Manning Water Filters 
4W2C Meyer Dumore Washer 

20 spout CEM Filler & Crowner 


250 GPH Red Diamond Stainless Car- 
bonator 


Dixie Model “F" Automatic Filler 
12W4C Meyer Dumore Washer 

6 DISC STAR SYRUP FILTER 

2-30" Permutit Water Filters 

12-Head Cem Mixer 

World Rotary B-N-F Automatic Labeler 
40 spout CEM Filler & Crowner 
8WO2C Liquid Superkieen Washer 

6 wide Heil Automatic Washer 
Kwick-Kleen Water Filter 

© 24 spout CEM Filler & Crowner 

@ 250-1000 GPH CEM Saturators 

© 40 spout Liquid Low Pressure Filler 

@ Permutit Water Filters 

e 5 HP York Water Cooling System 

© 16 spout Meyer Dumore Filler & Crowner 
© 28 CEM Filler & Crowner 
2s 
* 
® 
* 


Liquid "O & J" Automatic Labeler 

6 Head CEM Tumbler 

120 CPH Sturdy-Built Automatic Washer 
4W2C Liquid Superkleen Washer 


500 GPH Liquid Lifetime Stainless Car- 
bonator 


1000 GPH Liquid Recirculating Stainless 
Carbonator 


15 HP Red Diamond 


Instantaneous 
Water Cooler 


‘Send your inquiries with no 


obligation to you and ask for 
our "'General Catalog No. 
11049." 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 





CLASSIFIED 
ADVERTISING 





FOR SALE.—2 Model F Dixies $2,000.00 each; 
1D & L 120 c.p.h. soaker $3,000.00; Cem 250 
saturator $500.00; Western lime treating system 
$750.00; all new 1947, excellent condition.— 
GRAPETTE BOTT, CO., 1827 E. Memorial Dr., 
Muncie, Ind.—5.-2. 


FOR SALE.—Dixie F; Dixie D; 6 wide Heil 
washer; 250 gph Cem saturator, 250 gph Liquid 
Red Diamond carbonator; 5 hp Frigidaire water 
cooling unit; egg inna, bottle conveyor and ac- 
cumulating table; also have a 12-spout Red Dia- 
mond in very good condition; most equipment » 
been completely rebuilt.— K. K., BOX 459, 


FOR SALE.—D&L soaker, 75 case per hr; 
now in —_ = in good condition; exchanging 
same ma ger equipment; price $1,500.— 

ED ROC Sk BOTT, CO., Williamsburg, Ky.— 
2. -tf 


FOR — —L arge quantity of 32-oz. emerald 
bot in ells also have ge ph 
A.C ete es in shells; priced right. 
CAN: ADA DRY BOTT. CO., INC., Fhont 3, 
Mich 


FOR SALE.-—Liquid Universal washer, 

to qts., 11 model, excellent condition, 

rice $2,000; iqu l iniversal washer, 5-wide, 

lits , 1% id, price $3,000; must sell 

equipn larger machinery has arrived - Ke 
Box 48 5.-3. 


FOR SALE.—3,500 7-oz. half depth shells, A-1 
condition, all like brand new, 50c each f.o.b, Cleve 
eland, Ohio; 200 gross Hollywood qts. ACL, $7 00 

Dr. Wells 12-02. / “L, $2.88 gr. 200 

tall AC ~ 12-0z 388 gr.; 300 

Cha Dk case; all f.o.b, 

BARO BOTT Co., 3138 
Cleveland, Ohio.—4.-3. 


5-wide, 


Sackett Ave., 


FOR SALE.—20-spout Cem filler; 8w2c Mere 
Dumore washer; 12-head Cem mixer; 2 24” Looe 
mis-Manning water filters; Terris water polisherj 
World Rotary automatic labeler; CCS rotary ae 
cumulating table; 2 90° conveyor turns and one 
45° conveyor turn ; 200 gal. stainless steel tank, 
and 6 disc Star Liquid sirup filter; first class come 
dition; complete line or part of it.— K. L, BOX 
457.—3.-1 


FOR SALE.—Standard Knapp bottle packer, 
4 lane left hand reg with 2 sets of change 
parts; new ; % hp 220 volt 60 cycle 3 phasez 
weatherproof motor; very good condition; very 
reasonable.—K. G., BOX 455.—3.-1. 


FOR SALE. — 40-spout 
siruper and filler with 8-head Liquid crowner; 
1,000 gph Liquid stainless steel carbonator; 26 
head Liquid bottler tumbler; 2 30-” Permutit water 
filters and misc. roller skate and solid roller case 
conveyor; all of this equipment to be 
reasonably as a unit or separately.—K. 
456.—3.-1. 


Liquid low pressure 


FOR SALE.—Liquid Red Diamond 24 spout 
filler and crowner; Sw2c Superkleen washer; 500 

h Lingid Lifetime stainless carbonator ; 16 head 

iller Kendall beverage tumbler; 2 60-gal,. stain- 
less tanks; 2 100-gal. stainless tanks; Liquid ‘auto- 
matic labeler; other miscellaneous equipment; 
priced very reasonably j 5. BOX 458 for aay, le the 
units; must move.—K . 


FOR SALE.—Rebuilt Dixie C 
automatic labeler; Erwin built 
and 500-gal. guaranteed.—WM. NI 
Clarke Ave., Jersey City 4, N. J.—5 


Ermold semi- 
-arbe mators 250) 


ETH, 151-153 
1 


FOR SALE.—Model C shop rebuilt Dixie com- 
plete with new acromatic siruper, new motor, new 
variable speed drive, new adjustable bottle dial, 
chrome plate balance tank, water pump, etc.; ma- 
chine equal to new; price $1,500,— BOTTLERS 
SERVICE & SUPPLY CO., Minneapolis, Minn. 


—3.-6. 














4 ITE TY | HELP WANTED. Mechanic; experienced on 

W ANTED TO BUY FOR SALE | labelling machines of all makes; also some knowl- 

| 1500—Single Shell Steel Quarters edge on other types ol bottling equipment; steady 

Bottling Outfits, Bottles, Boxes, Machinery, Materials + ge nd any Half y aa 1947" s, 48's, 49's. employment ; 2 ate age Fry experience; location 
54.—3.-1. 


— 15000—W. ex Cases, paper partitions. | N. Y. C.—K. F., BOX 
Hatt 8 


WANTED TO BUY.—12 Barq bottles; | 1500—Aleminum orrels. a - — 
new or used; plain or ACL.—B. ARQ BOTT. CO., i—Srmold 8 wide Labeler. HELP WANTED.—Salesmen; new progressive 
520 E. 5 yi : 3—World Labelers, qts. & pts. In operation at e 4 
Sth St., Cincinnati, O.—1.-6 | present time. Can be inspected. | flavor house wants representation. all but New 
—— | 500—Gross 7 oz. Brown Export Bottles. England states; aeeeee specialty items; good @ ne. 
WANTED TO BUY.—50 to @ feet con- | 1—12 mide Sooker, qts. and pts. | portunity.—ATLANTIC EXTRACT CO.. 
with 4 corner turt write—RED | 


r t 134 Fulton St., Boston 13, Mass.—5.-ti 
ROCK BOTT. CO., Williamsburg, Ky.—2-+i GIRARD MACHINERY & EQUIPMENT COMPANY ——- 


— — - | 134 S. Second Street Reading, Pa. "HELP WANTED.—Salesmen wanted; old es- 

WANTED TO BUY everage bott nders tablished flavor house wants men; will consider 

specify quantity you © make, model, whes side line or full time —ESSENTIAL PRODUCTS 
urcha ce wan! 488 | CO., INC., 58 Fulton St., N. Y. C.—8.-té 








| HELP WANTED.—Bottle: 
" famil with Cem eq t 
,WANTED TO BUY.—10 ttles ; .pply._-SEVEN-UP BOTT 
also plain g r_flint rit | St. Bethlehem, Pa.—6.-2 
wire MANSFIELD BOTT. 03 Central = * 

Ave., Mansfield, O 6.2 


WANTED TO BUY.—2 200.Ib. liquifiers with Buy — Sell— Exchange 


tag 0 fo" fall vlindery and stubbyess state: pri BOTTLES—SUPPLIES || WORK WANTED 


M. WALSH s — Sal , Bottlers, Foremen, Elven: 

















) +f —Stars an bott! neck | 
springs for No.1 Shieids scaker—- SPERNAK | | S202 4th Ave. Brooklyn, N.Y. | | woRK WANTED.—Production Manager; ex- 
BOTT. CO., 206 " ark Ave ¢., Monongahel a. SH 5-5856 | perienced operator Liq guid equipment and several 
5.-1 makes soakers; reasonable experie u 
| ment; thorough knowledge s 


ANTED TO BUY ; | water treatment; experienced 1 
w TED n use 1,000 gr. 12-0z P 
own steinie bottle I 











} 


“JOE BOTT. C beverages.—J. U:, BOX 443 
) OE Oo a. 
4037 Uptor Ave., Toledo 5 

POSITION WANTED 
WANTED TO. BUY ; 
nt; 1 n first cla 





CITRIC ACID | 806.1 


TARTARIC ACID POSITION WANTED.—Posit 


ois “ . perintendent in large bottling rf 

: T y "i } ¥ yver 12 yrs rl : he bo 
WANTED TO, BUY doal 200g. plain | | POWDERED LEMON JUICE over 12 yrs. exp Lt I 2 
it 24-02 z ht t nar aped r 7 > machines; I l cat I —WYS 

used bott r. plair n gt z BENTON-LEE CORP. ; : | WA RD, 605 Ww. “M eae dag oe 4 e, Ind. 

TAG ‘OB a a ‘s Ke. ao ace 109 Cook St. Brooklyn 6, N. Y. 6.-1. 

Minn.—5.-1 | 














WORK WANTED. — Position wanted as Sales 
Manager; 15 years experience in the soft drink 
industry; have outstanding record of accomplish- 
ment, and thorough knowledge of sales, advertis- 
ing, etc.; am in a position to relocate on short 

> 


HELP WANTED eenecions is 


POSITION WANTED.—Successful 


enced executive desires position as 


franchise repnewentiatee in soutl 
HELP WANTED. — Production. foreman ex- FOR SALE : ; “a m dresses 
erienced i ut x 


nagement ; 








Foremen + pee, Practical Bottlers, Salesmen 


equipmen eyer soaker pla nc - 1—Manton Gaulin H izer No. 125 CGD, stain- BOX 0. 
Pennsy n 35 : t ~ rs: less steel, pract. new. 

g proy t r reliabl ‘ 1—tnfilco 12°' dia. Filter with 12°* Hydrodarco Puri- 

fier, pract. new. 

1—Liquid Washer, 8-Wide, 3-Comp. Ots. : - 
1—Meyer Washer, 8-Wide, 3-Comp. Ots. MISCELLAN EOUS 
1—tLiquid Washer, 16-Wide, Ots. : 

1—Yundt No. 25 Automatic Torpedo Pasteurizer 


IMMEDIATE DELIVERY—LOW PRICES | \—xendot'16 Heed Mier 


Now Stainless Steel Tanks, from 50- to 1,000-gallon 6—Stainiess Steel Tanks, 500 Gal. 
eapacity. 
1 Complete 28-spout CEM line, 2% years old, for 


’ PERRY EQUIPMENT CORP. 
splits, pints, and quarts 
1 spout Liquid Low Pressure, adaptable to three 1519 W. Thompson St. Phila. 21, Penna. 
. 





age, 


451 














MISCEL LANEOUS. A most 





40-spout line, from eplits to 12-02 

24-spout CEM, rebuilt 

40-spout CEM 

Potter & Rayfield Cooler, 250 gallons per hour. 
Mojonnier Carbo-Cooler, 20-10n capacity, 2 
old. 

24-spout Red Diamond Filler; 8-wide Liquid Washer, 
with Potter & Rayfield Cooler—pints only 

Jumbo Model “E” 6-head Crowner, like new. 

i lati ables, motor driven. (POO DOADADADA 444664 6 te tet te ie tet 
4-wide Maver Dumore Washer, splits to quarts. | 
Complete 50-case-per-hour bottling plant, consisting | FOR SALE Why Pay High Prices for CITRIC ACID 
of Burns Filler, D & L Washer, Liquid Carbonator, | 


Ermold LabeHer, syrup filters and 2 stainless steel 


| 600 gross of new Dew bottles. WHEN YOU CAN USE 
tanks (55 gallons each). 


~ 

Ermold Labellers, right and left-hand, late models, | 1400 cases used Dew Bottles in two dozen Dr. Weber’s ACIDIFIER 
with labelling attachments for 7-oz., 12-02z., and Va depth cases. 

quarts 1 LB. he ACIDIFIER _ 

CEM Model “B” Saturator, 1,000 gallons per hour. 800 cases used Emerald 7 yy Seat LB. CITRIC AC 

Eleetric-eye Productometers. bottles packed 28 bottles in 2 dep Use '/2 ana ounce to sens " ounce 50% 

Durant Bottle Productometers. cases. Citric Acid 
Several sets of Water Fikers, Permutit and Interna- 75 gross new Hi Spot Emerald Green bot- | Solution. Price 24c Ib. in barrels 
tional, from 500 to 1,000 gallons per hour. tles packed '/2 gross in original cartons | F.0.B. New York 
All equipment owned by us. Tell us your requirements. from factory. | 
What de you have to sell? 


‘ rORRE PRODUCTS CO., INC. 
PHILADELPHIA MACHINERY COMPANY R. PELTZMAN BOTTLE CO. 52 Wooster St., New York City 
3034 N. Boudinot St., Phila., Pa. 1721 Holmes, Kansas City, Mo. Telephone CAnal 6-7336 


Dabble i i 


Ye years 














PorwvrrTe rT 
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FOR TASTE IMPROVEMENT... 7/' 


aenmeenaon LU Wb HE Yl 


with 


PFIZER ACIDULANT 


From the Columbia’s surging power to the Sewanee’s placid 
flow, Pfizer Quality Acidulants are country-wide favorites for 
improving the taste of fruit-flavored beverages. “Treated” 
this way, even the best flavors get a taste-tingling lift. What's 
more, free-flowing, non-caking Pfizer Acidulants dissolve 
f-a-s-t...cut costs... give you even acidulation every time. 





~ DRIER 


ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE 


CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6,N. Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF. 





Select from a complete line. 


Your specifications will be 
met in flavor-character, 
strength, color, etc. Sixty- 
seven years of experience 
back up our ability to please. 
You'll like our flavors ... our 


service, too. ‘ 


VOTE & FEMS 
A 
yon Ss _ sites Bibs 

FLA 


JACKSON MICHIGAN 





